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Rough Proofs 


Clair Maxwell was recently given 
some publicity on the ground that 
he had acquired a Crosley automo- 
bile. Evidently when he’s in it he 
looks as big as Life. 


+ © YF 


Powel Crosley, Jr., is no doubt 
relieved to know that people are 
acclaimed for having bought his 
car instead of congratulated because 
they haven’t. 


7, Vv F 


In preparation for the new line 
of undergarments, George Petty’s 
Jantzen girl is appearing at present 
without any clothes. In short, she’s 
getting right down to her founda- 
tion. 

i at 


Attorney-General Murphy plans 
to move in on the political, labor 
and business rackets in Chicago, but 
says it’s not just a gesture of cour- 
tesy to Brother Ickes. 


7. © ¥ 


The Finns are doing so well hold- 
ing the Red army at bay they must 
have been reading about the ex- 
ploits of Niles Kinnick and his lit- 
tle band of unterrified Hawkeyes. 


7, FF 


It seems nobody is quite sure 
about the number of radio sets. But 
you know it can’t be as big as you 
think on those warm summer eve- 
nings with the windows wide open. 


ee ee 


The new AMA book of approved 
products will be edited by Dr. Bing. 
If Kraft cheese makes the grade, 
maybe he could be given a spot on 
the radio with Dr. Crosby. 


VT 


In arresting and fining buyers of 
Jersey’s untaxed cigarettes, New 
York City wants it understood that 
it isn’t the principle, it’s the money 
of the thing. 


7 FF 


Story Book Soup is to be pro- 
moted to the children’s market with 
the aid of pictures from the fairy 
tales. And if mamma gets tangled 
up in the narrative, little dumpling 


won't eat his supper. 
72 9 
John H. Platt says advertisers 


ought to tell their story to school 
teachers. Now and then you find 
one you’d be willing to help with 
her home work. 


7 FF 


The Associated Grocery Manu- 
facturers will put out a booklet an- 
Swering consumers’ questions about 
food. The most pressing and in- 
sis tent usually is, “When do we 
ent 


\ 
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‘W vhat about the honesty of con- 
* is one of the questions the 
“MA expects to tackle in its new 


Consumer booklet. All right, what 
about it? 
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There’s nothing wrong with the 


wt stmas spirit that a good old- 
‘ashioned snowfall won’t cure. 
Copy Cus. 


PRO PATRIA 


NOW, os in the Boer Wer and is 
1914 Wright's Coal Tar Soap is the 


Services. The generous 
lether of Wright's ic « safeguard that 
you can give 


Send him a tablet of 


WRIGHTS 


Coal Tar Soap 6° PER TABLET 


BOXES OF THREE TABLETS 1/6 


The insignia of the British crown, long 
recognized as the most ultra touch in 
British advertising copy, has given way 
to some extent to the phrase, “used in 
the service." Copy for Wright's coal 
tar soap is a typical example of the 
current trend. (Story on Page 10.) 


Chemical Awards 
Key New Esso Drive 
in 632 Newspapers 


Marketers Introduce 
Pair of 'Super-Fuels' as 
Result of Research 


New York, Dec. 6.—Prefacing the 
introduction of two new gasolines 
with the announcement that Esso 
laboratories have just received the 
1939 National Award for Chemical 
Engineering Achievement, Esso 
Marketers will make the debut of 
the new fuels the subject of its 
largest newspaper campaign in 
years. 

According to James A. Donan, 
advertising manager, the big Esso 
drive which broke this week ran 
in 632 papers, with 1,000-line copy 
scheduled for major dailies. The 
campaign is sponsored by Standard 
Oil Company of New Jersey and 
its affiliates, Standard Oil Company 
of Pennsylvania, Standard Oil Com- 
pany of Louisiana and Colonial 
Beacon Oil Company. 


Aircraft Fuel Scores 


Initial copy was institutional in 
nature and took the form of a tele- 
gram reproduction from R. T. Has- 
lam, Esso general sales manager to 
all dealers, apprising them of the 
award, which is sponsored by 
Chemical and Metallurgical Engi- 
neering. It was given Esso for its 
development of fuels for aircraft 
and other high-powered engines. 

Future insertions will also stress 

(Continued on Page 4) 


DIRECTORY OF FEATURES 


Ad-libbing . » 
Basic Business Index 28 
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Rough Proofs . 1 
Voice of the Advertiser 


Trade Barrier Menace Faces 


Challenge i In New York Courts 


Campbell Soup 
Helps Jack Benny 
Scale Heights 


Cuts Into Audience of 
Rival Star, Say Hooper 
Reports 


New* York, Dec. 7.—With the 
Chase & Sanborn hour meeting stiff 
competition from Campbell Soup 
Company’s program in some mar- 
kets, Jack Benny, Jell-O star, has 
surpassed Charlie McCarthy, coffee 
salesman, in popularity, according 
to the latest figures of C. E. Hooper, 
Inc., radio research organization. 

Benny took a short lead over the 
Bergen creation early in November, 
with a rating of 34.4 per cent, 
which, however, was only 0.2 per 
cent above that of the Chase & San- 
born hour. In view of the forth- 
coming reduction to 30 minutes for 
the coffee program, Hooper believes 
that the differential may be en- 
larged, though Benny also holds 
forth on the air for only half an 
hour. 

The Charlie McCarthy program 
has been on the air winter and 
summer during the period from 
May, 1937, to November, 1939, 
charted by Hooper. Jell-O, on the 
other hand, has used substitutes 
for the high-priced Benny during 
the summer, and its hot weather 
listener rating has been far below 
that of McCarthy, proving that at 
least a part of the summer radio 
slump is due to lack of stellar at- 
tractions, rather than disinclination 
of radio owners to listen. 


History of Dummy 


In 1937, the Hooper reports show, 
McCarthy’s popularity enabled the 
Chase & Sanborn program to re- 
verse seasonal trends, registering a 
gain during the summer, when the 
program was new and the audience 
was being built. In 1938, the effect 
of summer was felt, but, as indi- 
cated, to a much lesser degree than 
was the case on the Jell-O program, 
where less scintillating stars held 
forth. 

Hooper gives this explanation of 

(Continued on Page 26) 


~ HAND IN HAND 


Blatz Brewing Company grasps an oppor- 
tunity to work hand in hand with the 
Wisconsin Department of Agriculture in 
a newspaper drive linking cheese with the 
amber brew. (Story on Page 30.) 


List Reveals 93 


Stations Signed 
by TBS Network 


Affiliates Ready for New 
Year's Day Football 
Classic Debut 


New York, Dec. 7.—With 93 sta- 
tions signed to contracts and at 
least seven more expected within 
the next three weeks, Transconti- 
nental Broadcasting System today 
declared itself ready for network 
operations beginning Jan. 1. Time 
clearance details were completed 
this week and several personnel 
additions were announced. 

Although TBS officials declined 
to make public the names of initial 
sponsors, they asserted the network 
will start with 35 hours of commer- 
cial time per week. Hours for which 
programs are already scheduled 
were listed as: 10 a. m. to noon; 
2 to 4 p. m.; 5:45 to 6 p. m., and 
7:30 to 7:45 p. m., Monday through 

(Continued on Page 25) 


Last Minute News Flashes 
Admiration Hosiery Returns to Heineman 


St. Joseph, Mich., Dec. 8.—Cooper, Wells & Co., 
today announced the appointment 


Admiration hosiery, 


Heineman Advertising Agency, Chicago. 


manufacturer of 
of Ralph 
Merrell A. Wood, who was with 


Gale & Pietsch, has joined Heineman as vice-president and will be the 


Admiration account executive. 


Dodge Truck Account Shifted to Ross Roy 


Detroit, Dec. 8.—Effective Jan. 1, 1940, advertising of the Dodge 
Truck Division of Chrysler Corporation will be directed by Ross Roy 


Service, Inc. 


Ruthrauff & Ryan will continue to handle Dodge passenger 


car advertising. For the past 12 years Ross Roy has served Chrysler in 
the preparation of sales manuals and slide films for sales training. 


| Pan-American Union Head 


Gets Poor Richard Award 


Philadelphia, Dec. 8.—Dr. Leo S. Rowe, president of the Pan-Ameri- 


can Union, has been selected as the 


recipient of the Poor Richard Club’s 


annual gold medal award for outstanding achievements that “have con- 
tributed to the advance of America.” The presentation will take place 


at the club’s banquet, Jan. 17. 


Previous recipients of the honor include 


Cyrus H. K. Curtis, Will Rogers, Richard E. Byrd, M. H. Aylesworth, 


18 | Walt Disney, Alfred P. Sloan and David Sarnoff. 


‘Advertising Age’ to 
Push Test Case Invol- 
ving Cigarette Levy 


New York, Dec. 8.—With ciga- 
rette sales in the New York market 
seriously affected by recently en- 
acted taxes and consumer resent- 
ment rising over the tactics 
adopted by city authorities to pre- 
vent the public from bringing in 
tobacco from nearby states, ADVER- 
TISING AGE was this week afforded 
an opportunity to test the legality 
of the city levy in the courts. 

New York State imposed a two- 
cent per package tax last July and 
subsequently the city added a one- 
cent relief tax, in addition to the 
two per cent sales tax which most 
retailers have been absorbing. As 
a result of these burdens cartons of 
leading cigarette brands sell for 
$1.55 as compared with $1.15 just 
across the river in Hoboken, Jer- 
sey City and other nearby Jersey 
points. The lure of these prices 
has drawn the patronage of New 
York residents and city authorities 
have embarked on a campaign of 
wholesale arrests and fines in an 
attempt to stop the “importations” 
by consumers. 


Case Set for Dec. 11 


It was such an arrest tHat 
brought into being the opportunity 
for a test case. Kenneth C. Crain, 
a member of the ADVERTISING ,AcE 
organization, a New York ae 
resident, purchased three cartons 
of cigarettes while in New Jersey 
on a business trip and brought 
them back to New York. As/he 
stepped from a Hudson Tube train 
he was seized by a New York’ tax 
official and hailed into court As a 
violator of the law. He pleaded not 
guilty and demanded an immediate 
trial. The chief of the city’s cigar- 
ette tax division, however, re- 
quested a postponement until Dec. 
11 in order to line up the city’s legal 
talent. 

The provision of the New York 

(Continued on Page 29) 


LaGuardia Hates 
Gum Wads, Too, 
But He Acts 


New York, Dec. 7.—Gotham’s 
bustling mayor, Fiorello H. La- 
Guardia, has suggested to chewing 
gum advertisers that they under- 
take an educational campaign to 
induce chewers to dispose of their 
rubbery cuds in some more proper 
fashion than to drop them on city 
sidewalks and subway platforms. 

In a letter addressed to leading 
gum manufacturers, Mayor La- 
Guardia pointed out that New York 
is a leading market for gum and 
that the makers ought to be willing 
to cooperate with the city in solv- 
ing a problem which is costing the 
city “literally hundreds of thou- 
sands of dollars a year to remove 
gum from parks, streets and public 
places.” 


Suggests Wrapper Campaign 


The Mayor suggested printing on 
the inside wrapper a reminder of 
the nuisance that careless disposal 
of gum causes and a plea that the 
wrapper be saved to be re-used for 
disposal. The Mayor also advocated 

(Continued on Page 27) 
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Commerce Bureau 
Seeks Data on 
Source of Demand 


Young Tells Plan to 
Segregate Consumer, 


Trade Orders 


New York, Dec. 7.—How much of 
the recent feverish demand for 
merchandise was based on con- 
sumer sales, and how much on ex- 
pansion of retail and wholesale in- 
ventories? 

The Bureau of Foreign and Do- 
mestic Commerce has addressed 
itself to the task of answering this 
question for all time, James W. 
Young, noted advertising man, and 
its new director, revealed at the 
convention of the Eastern Council, 
American Association of Advertis- 
ing Agencies, at the Hotel Roose- 
velt, today. 

While all of the steps necessary 
to acquire needed information of 
the destination of merchandise 
were not divulged, Mr. Young said 


that the Bureau has begun by ask- | 


ing several hundred manufacturers, 
representing about 60 per cent of 
the country’s volume, to provide 
confidential monthly reports on 
sales, orders, unfilled orders and in- 
ventories. 

“If we are able to get the volun- 
tary cooperation of industry in 
securing these figures,” he said, “we 
believe they will give both business 
and government a better index of 
the blood pressure of business at 
any given moment than is now 
available. We believe this will 
contribute to the formation of 
sounder judgments for action by 
the policy makers of both business 
and government. 


Breakdown of Orders 


“But such figures alone will give 
only a better understanding of the 
total flow in the business blood- 
stream. Much more is needed if the 
working business man is to have 
the basis for more accurate judg- 
ments. He needs to know not only 
manufacturing inventories, but 
those of all the distributive chan- 
nels. We therefore have under 
study plans for a much more far- 
reaching collection of similar data 
on sales, orders, unfilled orders and 
inventories, by commodities and 
through all parts of the manufac- 
turing and distributive machinery. 
We hope to accomplish this huge 


task with the cooperation and 
through the machinery of trade as- 
sociations. Explorations indicate 
that the job can be done.” 


Westinghouse to 
Jump Advertising 

Westinghouse will increase its re- 
frigerator magazine advertising 50 
per cent in 1940 and refrigerator 
newspaper expenditure 45 per cent, 
distributors were told at their con- 
vention in Mansfield, O., Dec. 4. 

In making the announcement, 
Roger H. Bolin, advertising man- 
ager, said that range, roaster and 
iron magazine advertising will also 
be increased, and that a year-round 
magazine schedule on washers and 
irons will shortly be released. 


NNPA Adds Two 


The National Newspaper Promo- 
tion Association has two new mem- 
bers: J. E. Dowd, editor of the 
News Publishing Company, Char- 
lotte, N. C., and Joshua Epstein, 
advertising manager, Jewish Daily 
Forward, New York. 


Form Gillco Signs 

R. G. Regester and M. A. Gill, 
Jr., have bought the advertising 
sign division of Gill Glass & Fix- 
ture Company, Philadelphia, and 
have formed Gillco Signs. Walter 
J. Bryant Organization has been 
appointed Chicago representative. 
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Gerdes Knows His Groceries 


He also knows his customers, and 
what influences them to buy adver- 
tised foodstuffs from his grocery store 
in Burlington, lowa. 


$7,000,000 MORE than Cleveland 
spends!—and 80% of these urban- 
living lowa families are regular sub- 
seribers to The Des Moines Sunday 
Register, constituting America’s No. 7 
Market.” Actually only five metropoli- 
tan cities spend more for food than is 
spent by these 979,191 people. 


So J. F. Gerdes, operating one of the 
better stores in Burlington, tucked 
away in the southeast corner of lowa. 
165 miles from Des Moines, is typical 
of thousands of other lowa retailers. 
By actual count 74% of Gerdes’ 
charge account customers subscribe to 
The Des Moines Sunday Register. 


And this figure does not include the 
additional $42,000,000 spent by 
lowans living in towns of less than 
2.500, or on farms—377.418 rural- 
living families—of which one out of 
three is also influenced by The Sun- 
That spells what is commonly known day Register. 
as “dealer influence’’—not an_ idle 
phrase but an actual, existing and 
potent force. 


J. F. Gerdes, like his 6,600 brother 
grocer-merchants in lowa, know their 
groceries, their customers, and the 
potent sales effect of advertising in 
The Des Moines Register and Tribune. 


979,191 Urban-living lowans spend 
over $94,000,000 per year for food— 


Write f 


62% of Burlington’s 7,534 families and 80% of lowa’s 258,286 URBAN families 


read The Sunday Register 


344.018 Sept 30. six months ABC 


lowa's lowest milline $1.74 
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PHOTOGRAPHERS LIKE HER 


This picture explains why Madeline Shannon has been selected as “Chicago's 


Most Photographed Model." 


She wiil be crowned “queen” at the Chicago 


Federated Advertising Club's Christmas party this week. This picture of her was 
taken by Frank Lewis for a Pennsylvania Railroad advertisement of warmer days. 


Low Prices Vital 
to Prosperity, 


Nielsen's View 


Chicago, Dec. 7.—Every product, 
agricultural or, otherwise, benefits 
from an enlightened pricing policy, 
Arthur C. Nielsen, president of 
A. C. Nielsen Company, business 
research organization, told the 
American Butter Institute here this 
week. 

“Pricing at artificially high levels, 
whether governmental or private, 
in the name of stabilization or 
otherwise, tends to create more pro- 
duction at the very time when 
consumers, because of the higher 
prices, are buying less of the prod- 
uct,” Mr. Nielsen asserted. “This 
starts a vicious circle which leads 
to still greater surpluses, with com- 
plete collapse the inevitable end.” 


List of Benefits 


In urging producers to reduce 
distribution costs by the intelligent 
application of modern research 
methods, Mr. Nielsen said low price 
levels, tapping lower income classes, 
widen markets, solve the surplus 
problem and create real prosperity 
by raising living standards. 

He expressed some pessimism 
about progress made in this direc- 
tion, asserting that marketing 
executives make the proper deci- 
sions in little more than half of the 
situations which are presented. The 
exact percentage is 58, and the 42 
per cent of erroneous decisions 
places a heavy burden on business 
and drives distribution costs up- 
ward, he declared. 

The rapid growth of consumer 
organizations has brought about a 
greater awareness of the high cost 
of distribution and producers must 
act aggressively to reduce market- 
ing waste, Mr. Nielsen said. 


Litchfield Promoted 


H. P. Litchfield, manager since 
1925 of the Newark branch, will be 
transferred on Dec. 18 to the gen- 
eral executive offices of Graybar 
Electric Company, New York, as 
general commercial sales manager. 


Four Companies 
Sponsor Holiday 
Copy for Pliotilm 


Akron, O., Dec. 6.—The sugges- 
tion that women themselves make 
the gifts they will present to friends 
this Christmas has been made the 
subject of a holiday advertisement 
of Goodyear Tire & Rubber Com- 
pany for Pliofilm, its new and ver- 
satile material. 

The home-making theme, which 
Goodyear exploits in a color page 
in The Saturday Evening Post, in- 
volves promotion teamwork among 
four 
self-interest in the sale of Pliofilm. 
These are, in addition to Goodyear, 
Butterick Fashion Magazine, which 
sells the patterns; Singer Sewing 
Machine Company, which promotes 
home sewing, and Dennison Mfg. 
Company, through whose stores 
Pliofilm is distributed. All are men- 
tioned in the copy and a Singer 
sewing machine prominently fea- 
tured in an illustration. 

Emphasizing the inexpensive na- 
ture of gifts made of its product, 
Goodyear catalogues a variety of 
iiems easily made from the patterns 
and gives the approximate cost. 
Boudoir sets, transparent aprons, 
raincoats, umbrellas and dustproof 
garment bags are shown. The ad- 
vantages claimed for Pliofilm in the 
copy are that it is light in weight, 
transparent, stainproof and durable. 
Arthur Kudner, New York, handles 
the account. 


Launches National Drive 


United States Fire Insurance 
Company, New York, will launch 
its first national campaign _ this 
month. Insertions in eight business 
and financial publications are sched- 
uled for each month of 1940. Copy 
will stres the company’s years of 
service. Cowan & Dengler, New 
York, is the agency. 


Marsh with Agency 

A. L. Marsh has joined Sales 
Designers Advertising, Newark, 
N. J., after 13 years with Electrical 
Manufacturing. 
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ADVERTISING AGE 


Tuer are as many kinds of SPOT RADIO as there 
are advertisers and problems. 


Whether a sponsor wants a minute or an hour, a 25- 
word announcement or a fifteen-minute strip, live or 
transcribed, he can buy it on as few or as many stations 
as he likes. He can fit his coverage exactly to his dis- 
tribution when he buys his stations separately, whether 
they are independent or network affiliates. 


This oldest form of commercial broadcasting lets him 
pick his time in each city, buy stations separately, 


| “Il wish | could use SPOT 
RADIO,” said the Adver- 


tiser, “but | don’t manufacture aa ea: ae, i) —_ ri) , 
, “ : : LSS: —~ 


watches.” 


2 “You don't run a department 3 ‘Just because a certain type of ad- 4 “Time signals are just one 
store, either, ‘replied his Agency vertiser uses a certain medium in a effective form of SPOT 
Man, ‘“‘but you often use news- certain way,” he went on, ‘‘doesn't RADIO. It can be 25 words or 15 
papers.” mean that everybody must.’ minutes oran hour—any length.” 


SPOT RADIO 


IS BROADCASTING WHICH YOU CAN SPOT 


ANY TIME ANY LENGTH ANY WHERE 


EDWARD PETRY & COMPANY 


INCORPORATED 
Representing Leading Radio Stations throughout the 
“But the important thing about “Humph, that fits my sales plan United States—individually 
SPOT RADIO is that it lets you buy like a glove,"’ humphed the Ad- 
your stations individually — separately vertiser. ‘‘Let's get out the maps and Offices in NEW YORK + CHICAGO + DETROIT «+ ST. LOUIS 
—not linked together.” SPOT our RADIO!” SAN FRANCISCO «+ LOS ANGELES 


For any advertiser or agency executive who wants to see how SPOT RADIO can meet his 
individual situation, we shall be very glad to suggest a specially prepared outline. 
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45,200,000 Radio «FORM NEW AGENCY Advertising Men 
Sets in U. S., Learn How Corn — 
Survey Reveals _ Gets Out of Husks 


New York, Dec. 8.—There will | Chicago, Dec. 5.—Advertising 
be 45,200,000 radio sets in use when | |men were somewhat neglected this | 
1940 arrives, according to results of 


December 11, 15939 


eet 


ESo0 SCIENTISTS HONORED 


| week as the International Live- 
a survey released today by O. H. 
Caldwell, editor of Radio Today. 
The estimate given in the current 
survey is considerably larger than 


those of previous years and is also | 


viewed as the most authoritative 
figure yet made available. 

Contributing heavily to the in- 
crease in the potential radio listen- 
ing audience has been the biggest 
sales year ever enjoyed by radio set 
manufacturers. Total for the year 
is expected to reach 9,000,000, with 
only 600,000 of this total accounted 
for by export sales. This represents 
a 26 per cent gain over 1938. Dealer 
reports have indicated that about 50 
per cent of the sets were replace- 
ment sales. 


Maubert St. Georges (right) and Stan- 
ley J. Keyes, Jr., are president and vice- 
president, respectively, of the new 
agency launched by them last week, 
St. Georges & Keyes, Inc., New York. 
Both were formerly associated with Er- 
win, Wasey & Co. 


sociation; those filed quarterly by 
patent licensees, and government 
excise tax figures. 
Added Data in Census 
Further light on the number of 


stock Exposition was held in Chi- 
cago, and thousands of farmers and 
their rosy-cheeked children, mem- 
bers of the Four-H Clubs, held the 
spotlight. International Harvester 
Company, Sears, Roebuck & Co. and 
many others catering to the agri- 
cultural field were hosts at lunch- 
eons and other gatherings. 

The Prairie Farmer, however, 
brought the advertising fraternity 
into the picture today with a 
luncheon at the Union League Club, 
where 80 sophisticated agency men 
learned, via a new color movie, how 
corn escapes from its husks. The 
films were made during the Indiana 
and Illinois husking contests spon- 
sored by the farm paper and its 


OR SUPER-FUELS 


CHEMICAL ENGINEERING WINS NATIONAL AWARD 


ad 


WEVER BEFORE GIVEN IN THE 
OIL INDUSTRY 


Tsu Laborstormes organizatnm has jum bewa given 


the 1999 National Award tha Chon at Engoocering 


Achrevement. This is the ura time has eve 

given in che oil tedastey. The eward was aude for 
Ese» may advances in develogeng saper-tucts for 
aircraft and other high-powered engines Wc appre 


crate this toreral recognition of Esse leadeodup 


ah awate fort 
CHEMICAL EWSTHLERI WE AeetEvEweRT” 
oe) : - 


COMING! 2 GREAT GASOLINES! 

In releasing results of the survey, | 7 ars ities alates . 
Dr. Caldwell also emphasized that | radio sets in use will be supplied 
unit value of sets sold has steadily | in the 1940 census. In past years, 
increased and averaged 30 per cent| the radio industry has placed chief 
more this year than in 1938. ‘reliance on the estimate of radio 
Sources for the survey included| homes made in 1937 by the Joint 
manufacturers’ reports filed weekly | Committee on Radio Research. This 


with the Radio Manufacturers As-| group has been inactive of’ late. 


radio station, WLS. 

The agency experts learned that y , 
others, have troubles, too. Two # \ 
gleaners follow each corn husker o 
and collect all of the corn he has 
missed. For each pound left in the 
field, the contestant is penalized 
three pounds. 


CRS . 

; Wee Ai-Time High in EXTRA 

Pertormance... For These Who 
Want the BEST! 


New hat leone of ant gee 


i's PREMIUM im Performance \ 
«A'S REGULAR in Price! 


A gantine 


ee Tees or" 4 
.ec¥OU GET BETTER PRODUCTS AT THE Sich 


Esso Marketers start a campaign in newspapers from Maine to Louisiana em- 
phasizing the results of chemical research which brought the oil organization's 
laboratories national recognition. 


Calvert Launches 
Three Holiday Drives 


Holiday advertising by Calvert 
Distillers Corporation, New York, 
will include separate campaigns 
running simultaneously for three 
brands of whisky. Copy for Reserve 
and Special will appear in 327 
newspapers in 262 cities and in 
Collier’s, Life and Time. In addi- 
tion to these magazines, Lord Cal- 
vert will be promoted in Country 
Life, Fortune and Town & Country. 
Copy for Old Drum will be placed 
in American Legion, Collier’s and 
Liberty. Color advertising in Sun- 
day newspapers in major markets, 
car cards and outdoor advertising 
will supplement the magazine copy. 


Chemical Awards 
Key Esso Drive 
in 682 Newspapers 


(Continued from Page 1) 

the award but will link it up closely 
with the new gasolines. These wil 
be known as Esso Regular and Ess 
Extra, and while superior perform- 
ance is claimed for both, there wil! | © 
be no price increase over that o! 

present Esso products. Forthcom- 

ing advertisements will increase in| 
size, with a top of 1,750 line copy 

Radio and outdoor will support the 

newspaper drive. McCann-Erick- 

son is the agency. 


Promotes New Product 


Forst Packing Company, Kings- 
ton, N. Y., will begin promotion this 
month of its new product, Catskill 
Mountain smoked turkey. News- 
papers and magazines will be used. 
Frank Best & Co., New York, is the 
agency. 


Students to Write 


Gruen Advertisement 


Students of advertising will b 
offered the chance to win substan- 
tial prizes in a copy contest an- 
nounced by Gruen Watch Con- 
pany, Cincinnati. Magazine copy, ? 
poster idea, or a suggestion for : 
radio program may be submitted 

A $500 cash scholarship will & 
the first award, with a $250 scholar- 
ship as second prize. Ten Gruen 
watches will also be given. 


Hassinger with ANPA 


Joins Doremus Dent Hassinger has joined th 
Norman D. Vaughn has joined|Chicago office of the Bureau © 
e +. Doremus & Co., Boston, as account| Advertising, American Newspape! 
executive. He came from the Harry | Publishers Association. He has bee! 
On M. Frost Company, Boston. with Country Home. 
e 


Oughton to Globe-Saam 


Fred W. Oughton, formerly with 
Bowman & Columbia, New York, 
has joined the sales department of 
Globe-Saam_ Electrotype Corpora- 
tion, New York. 


Business is better. Freight car loadings, steel 
output, power production and other indices say 
so. Increased national prosperity is on the way. 
< What will be the building industry's share in 
" 1940? 

This year 315,000 new single-family dwellings 
will be erected. The 1929 total was 316,000 new 
single-family dwellings. Residential construction 
in 1940 is expected to run ten to fifteen percent 
ahead of this year. 

The building industry will en- 
joy a sizable share of increased 
national prosperity in 1940. It 
will be responsible for much of 
that prosperity through increased 
employment, the manufacture 


and distribution of building materials and 
equipment. 

The January AMERICAN BUILDER—1939 Re- 
view and 1940 Forecast—will present the who, 
what, when, where and why of the building out- 
look. All indicators show that building is on a 
long-overdue upswing. This means that 1940 
advertising and promotion campaigns in AMER- 
ICAN BUILDER will be addressed to an expand- 
ing market. 

Advance proofs of the AMER- 
ICAN BUILDER 1939 Review and 
1940 Forecast will be sent to 
manufacturers of building prod- 
ucts, and those who plan their 
advertising, on request. 


HOW TO PULL 
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AAMERICAN BUILDER 


AND BUILDING ACE 


A Simmons-Boardman Publication 


% ABP “aa = ‘athae ABC 
THE WORLD'S GREATEST BUILDING PAPER , 
; EL AL BERNE 
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P OFF THE MASK! 


and find triple proof of what a low-cost radio 
program did for its sponsor in six months... 
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ACTUAL STORE INVENTORIES 


show an 8870 increase in sales due to Radio— and Radio alone! 


EVERY obscuring detail was ripped away. The _ how perfect a pair of marketing research scales the 
program was put through the stiffest cross- client picked: 
examination research could devise. The client asked 


for it; wanted to measure exactly the sales impact MARKET A MARKET B 
of his CBS program apart from all his other sales 


Population. ..... 149,900  Population...... 127,412 
efforts. It took everything in the research book to Retail Sales*. ..515,928,000 Retail Sales*. . 515,034,000 
do it: actual store inventories, home inventories, Retail Outlets*...... 506 Retail Outlets*..... 497 
personal interviews and coincidental telephone *In this sponsor’s field. 
calls. All these were used by Crossley, Inc. And 
this is how they did it: And remember: all sales and advertising efforts of 


the sponsor were identical in both markets except 


SLEUTHING at the counter! The biggest and tough- for radio. CBS alone made the difference! Crossley 


est job was an exact measurement of the impact measured this difference by taking actual store 


of this program at the dealer's counter. The client — inventories on the sponsor’s product week after 


made it possible by choosing. for Crossley. two week, for a full month. In exactly the same type of 


major markets in which all his sales factors were stores in both cities. In enough stores to be repre- 


exactly comparable except for radio; his program __ sentative of all the stores in both cities. And this 
was heard in one market. not in the other. Here’s is what Crossley found: 


‘* oF ee : 2 ee : 3 ee. 


‘188 units OF SALE PER WEEK IN. AVERAGE STORES IN RADIO MARKET ce é 


Crossley found that average stores in the radio market were 
selling 188 units of the sponsor's product, for every 100 
units of sales in average stores in the non-radio market. An 
increase of 88% due to CBS! 


CBS alone made the difference! 
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.. AMONG LISTENERS ONLY 


sales are 81% higher than the nearest competitor’s 
(but only 7% higher among non-listeners) 


DOUBLE CHECK: Moving in from the total 


markets (where they found an 88% sales- 
increase created by radio) Crossley’s inves- 
tigators then checked the use of the product 
in the radio market alone; among families 
known to have heard the program, and fami- 
lies who never heard it. They found these 
families by coincidental telephone calls and 
by personal interviews: two test groups 
comparable in every way except for listen- 
ing to this program. And for their use of 
the sponsor's product! When Crossley 
inventoried the pantry of each family they 
unmasked this striking competitive situa- 
tion — due to radio alone. (See chart, right) 


USE 
SPONSOR'S 
BRAND 


181 families use the sponsor’s product, 
for every 100 using the next competing 
brand, among known listeners to this 
program. An 81% increase — due al- 
most entirely to radio alone! For among 
non-listeners, for every 100 families who 
used the next brand, 107 used the spon- 
sor’s product —only a 7% increase. 


USE re ae 


COMPETING SPONSOR'S COMPETING 
BRAND BRAND BRAND | 


KNOWN LISTENERS NON-LISTENERS 


AMONG REGULAR LISTENERS ONLY 


336 families use the sponsor's product, 
for every 100 using the next competing 
brand, among regular listeners to this 
program. A 236% difference — created 


ence in favor of the sponsor’s product. 


COMPETING SPONSOR'S 
> aes BRAND 


i> 
USE ; 


cl nee 
ad ; i= j 
ba USE 
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by repeated radio impacts. Among occa- 
sional listeners, there’s a 59% differ- 


Sales are 236% higher than the nearest competitor's 


(and 59% higher among occasional listeners) 


3 
J 


. = 
COMPETING 
BRAND 


TRIPLE CHECK: During the personal inter- 


views, each “listening” family told Crossley 
whether it heard the program regularly or occa- 
sionally. The use of the sponsor’s product was 
then checked in these two groups of families 
—exactly comparable in every way except for 
listening regularly or occasionally. The chart 


REGULAR LISTENERS OCCASIONAL LISTENERS on left shows what Crossley found. 


MORE DETAILS 
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THE MASK IS OFF... 


It’s seldom that an advertising medium is subject to the triple cross- 
examination reported on the preceding pages. Not often is every ob- 
scuring detail ripped so completely away. But radio, as you see, didn’t 


mind at all. And now that all the facts are in, there’s only this to add: 


The entire ambitious study was focussed on a CBS program on the air 
only six months prior to the tests. 


At no time did this program “rate”? more than an average-sized audi- 


‘ 


ence for its type of show. 
And its talent cost was below average. 


The results of this program were average, too... for radio. There’s 
nothing unique in this CBS “‘success-story” ... except for the care with 
which the power of a program was isolated and measured for its spon- 
sor. The results were there, whether ‘“‘measured” or not. And the results 


continue, for the sponsor is still with us on the air. 


Who is the sponsor? Sorry, but he asked us not to tell. You know 
how clients are. When they hit on as successful a sales strategy as 
this, they’re not prone to shout about it. So, while we’ve cheer- 
fully unmasked, in every detail, radio’s full sales-im pact we can’t 


unmask our sponsor. 


The Columbia Broadcasting System 


485 MADISON AVENUE + NEW YORK CITY 
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Liguip 


An example of Keen Merchandising . 


Created and Produced by FORBES 
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Codcentrate with BeG 
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A powerful appeal to parental eyes and emo- 
tions has been instilled in this outstanding display 
by sound creative thinking . . . 

Intelligent design and judicious color spotting 
incite shopper interest . . . 

A minimum of copy presents a convincing 
story... 

Faultless reproduction bespeaks quality of 
product and prestige of sponsor, fostering con- 
fidence in all the featured items. 


Prescription for 
““Successful Advertising 


In other words, this is a positive display that 
will stimulate positive buying action. 

This same originality, thorough development 
and outstanding craftsmanship will be made an 
integral part of any of the items listed on this 
page if you will but avail yourself of Forbes’ 
creative co-operation. 

Join the imposing line-up of successful Forbes 
clients, NOW. 


LITHOGRAPH CO. 


HB E 5 WP. 0. BOX 513 + BOSTON 


NEW YORK CHICAGO CLEVELAND ROCHESTER DETROIT 


eee f. a “Ree anon ee cae Maat aren Meats) Saree. jr Sieg . if war’ aphid Be tes fen, ye] ‘a ge 
Pe } = ; : > ey ve a’ ps i 
fa a ae P ‘ is => as ee “ 2 s ade ' ee ’ Le ae ete — Page omit ee - os , ad Sie a ees E * - . ’ ‘ 4 s © ee pee . ane oo: np 
% : 
FRE 
, ‘ De 
e 
Ne — 
tra 
ie 
: 7 oe 
" ae ween 
aaa 
; #, | ; | | . f | 
—_ : ji - ~ : ge. ge 8D - 
ete : } aks si | . oe iit, F it ( 
‘ die = De fod i : 
F 0 i a * me 
- 4 roa! 3 $ - ; = 
* gel Tiare ; ee: ; ape ea ; gO! 
Bocew 3 iiao aa . 
Pr Be Sel x: . ah) yea: ae | | ste 
es aa aes 3 ms - . & ™ Lt he 
ae i ‘ i ° Pee eet t 
one eet Fs eee ree (o0vt mee, ’ oe ie Micumied ; 
ete a li ronus rr Per | | 
ee . 7 
=: | : | | me 
naritain ma a ; vil 
eae ; ; / a 
NS oe , ar + 
sds * ie U, Uta. >. “a 2 e wr = . mi 
i - | Super D Cog | : a = “> . 4 a Ir 
: re, / iver Oj aie te pre 
t bos: . 4 : & 2 j hi 
7 ; : 4 ! 4 
“a \\ 2 j 
: o : Ly Diol, . : ‘gs 
; A " s “~ . sa 
y f up vw 
a ies ile % ‘ : ~o Peries , mY | 
; ae eee Seg } J S ’ - 
oe ater F , tes” Cp fon, ev 
ere pt IL ro 7 i | ca l« Papel 
ee ote _ C2EED Le 46 ve c=. | 
a eae —— mts al f i Pits een? fei vce . 
. eer il em Oe. S, r cl 
a eert c 7” ee BOO | ; 
ie Se onvenient and Economical [ “Per D © at . 
ae), > " amy i — “4 a 7 
Sittigs : ~ Pe Lae a i ed th 
7 eo eee : a 4 eo 
io oa a pean [= |=] ™" — os bi ae eC ' eae cr 
ee an aa on j ae ae a my ee eet m fr 
ae FP e a me Past ee ae - . OS Bi " ; 
gs i ™ x = a oi og Bar - : ane, : ot S oe D 
pm q ¥ x . cael " oat ty - . BP iy 
4 . | i FO ETS 9) Poe 
eo sae a . ; : E ag aa B : ei ae # 
a * Sry a ; ’ Rp AT | 0 N E . Rs ie E R S re * Pcl c 3 oa 
, eae a, xs + + By, t : Rae . ae — _ ; fe ; Ea oe: ane tee . <) Bee 
| i ee a. ee ESS ST i ae F 0 LO ; a ae — 
ae a. ’ ; St sane) ¥ ob am ay ; | % “9 —— ies en ane 
4 7 ‘a = ae ‘ ; ; mi - aa ae : L U L 0 ys ei : T 0 0 N i oma _ ——ae : : 
j ~ " ~ a aa ae 8 Ss ae re Ae ey PH E L ere : - ee F E Ss Bs 7 ae ® —_ , y e 
i |  teepat®”06 UP 7 ON oo: 8S a a ae. 
* 4 nn Ty . mm - 3 D : ; ug ‘ mo R ai T -. ia ae eo % L |) aa ho ; 4 . cite in E 
— Tie » _ -@ Ss E R F : Tie ae B E : Pie =. oe : 
eae ae e ST ERS . nC KAG £ IN . aa | a a ee s 
fon aed) pat | aes a eS 3 
a a. <i a a H ¥ 4 ¥ We i oe ~% 2 Beets g 5 
~~ — nee : eo % 4 cart Kae 
ee aon eee Sy Urey ae oO ae 
ae Pe i a ig - * - 3 e r ogee . 7 ony oe hee” 
4 a ' ae a. ot C A R ae 4 = ce) J e. G L <i a 2 . id mie rs = 2 Be I 
P eae: e “ih oie ™. " ; J KET Ss —- ‘“e * pasa , an : Tt p LAT fo. % ale : . ( 
i ee a oS ee 7 . ; 
Se. _ iy aa J ' . 
in WR 
ett : q pa * - 3 a , 
ae 0 ' 
? ne i 
—_,. | 
es, 
44 ' 
“A . 4 
a 
a wt 
4 av 
A? 
prs itl < f 
o> ¢ 
bi, Mee 
al ion 
nae 
—« a et am 3 
ee / %. eo 
ok eer ‘ =, er : ge =: : 
; SS ee ae ee ee 
: <e. Zieiz ee Ae : ~ cae a a : Hyer a Bk aS 7 - * . 
‘ a ea os ee ee = “op sa = < ie . fio oe 
- ®% Sm . i “ cilia SE" gt 3 _ oi? Sidi P 7 ‘ me » % , < ro Fad 4 
. “ 7 ‘- eee eae sang r ee em x) Ber eee . <n e ~ as nf See a) Nie. - aor 2 2 
ag ‘ie i a ae iin Se ey, se a a 
= i‘ ; ie ee ate ¥ - Ac oe “ NONE BE di: 7 * 4 . a n sa ae ts. » eit an > ee? ee Be 
4 = ' te ee 7 ae * a = 4 . - ag vat, ts wae a age” ai ee — we “ ig — - id = *, 5. 4 
™ a J ™, ' ear i mh —_— oo a, = a hala ay ae fe ss ai 5 ie “a Coad a, mee bl x at al 
a a f @ pan a= “ : a: 7 
a ; ope pete wit . ary ~ pa we ' 
} 5 
:; 
‘Voce 
: ) Se 
> 
= 
> 
oe 
4 
+ alle ae 


December 11, 1939 


' ee Geek = 
a ee ee ee 


ADVERTISING AGE 


Ward Adds New Line 
of Farm Machinery; 
Considers Tractor 


Aims at Creation of 
"Ideal'' Customer in 
Deal with Avery 


Chieago, Dec. 6.—The rarely dull 
merchandising situation in the mail 
order field has been further en- 
jivened in the latest move of Mont- 
gomery Ward & Co., calling for sub- 
stantial expansion of its activity in 
he farm implement field. 

Ward has completed an agree- 
ment with B. F. Avery & Co., Louis- 
ville, to sell the full Avery line, 
under the Ward brand, both by 
mail and in retail stores. The new 
jine will make its official debut in 
he spring catalog. 

It was also disclosed that Ward 
3 experimenting with the sale of a 
small-sized tractor in several of its 
Midwest stores. This project, how- 
ever, is definitely an experiment, 

hile the Avery deal has been 
closed by contract, with shipments 
to begin at once. 

Described by one executive of 
the company as another step toward 
creation of the “ideal” Ward cus- 
tomer—one who buys all his goods 
from Ward—the agreement with 
Avery has elicited more than per- 
functory interest in view of the ex- 
perience gained both by Ward and 
its competitors selling farm imple- 
ments. 


Oliver Deal Hit Snag 


For the past three years Ward 
has sold some of the farm machin- 
ery made by the Oliver Farm 
Equipment Company. Although 
sold under the Ward brand, these 
implements were identical with 
those sold by Oliver dealers. This 
project struck a snag, insofar as 
Oliver was concerned, because the 
Ward prices were lower than those 
asked by the Oliver dealers. The 
latter naturally objected. Ward still 
has a considerable inventory of 
Oliver equipment but the items will 
be dropped from the spring catalog 
and the Avery line substituted. The 
Avery line, however, will not be 
sold in towns where there are 
Avery dealers. 

Acquisition of the new line is ex- 
pected to better Ward’s position 
against its chief competitor, Sears, 
Roebuck & Co. Sears has done a 
substantial volume in the farm im- 
plement line for several years, with 
most of these items being produced 
by the Sears-owned David Bradley 
Mfg. Company. 

In commenting upon the Ward 
objective in creating its “ideal” 
customer, a company spokesman 
pointed out that addition of the 
Avery line may benefit the sale of 
other Ward items as well. 

“We want to be able to offer our 
mail or retail customers almost any- 
thing they may want. If we can’t 
supply a farmer’s need for new 
equipment, he will buy it elsewhere. 
And when he’s buying that, he may 
decide to get a new suit, too.” 


Aggressiveness Emphasized 


Thus, a full line of merchandise 
the company’s main objective, 
er than an intention to make 
\y Grastic inroads in the sales vol- 
ne garnered by exclusive dealers 
rm equipment. 
is spokesman also accented 
d's general policy of aggressive 
ere handising. 
‘We can’t tell for sure whether 
ness is going to be good next 
T or not. We can’t sit back and 
‘t to see how the war situation 
ms out. We don’t have any idea 
what they’re going to do over 
re 
“The only thing we can do is to 
P on working to put ourselves 
hape to take advantage of the 
‘aks When and if they come.” 
_the tractor with which Ward is 
“xperimenting is one made by the 
eveland Tractor Company and 
= implements made by Avery. 
vard has purchased 25 “Little 


Generals” and has put them on sale 
in several Midwest stores. This 
model, priced at $595, is competi- 
tive with several new, smaller 
models, recently announced by lead- 
ing manufacturers. 

Plans regarding the tractor are 
strictly experimental. It isn’t a 
machine which can be easily sold 
by mail and Ward hasn't yet 
reached a conclusion as to whether 
it can be sold in the Ward type of 
retail store. It is not expected that 
the tractor will be listed in the new 
catalog. 


Sears Pushes Tractors, Too 


Sears has garnered a consistent 
volume of farm implement business 
and has also done rather well with 
the tractors introduced several years 
ago. 

Its tractor line includes several 
models in three price classifications. 
Smallest are the garden-size models, 
made by Briggs & Stratton and 
David Bradley Mfg. Company, run- 
ning from $100 to $300. The Gra- 
ham-Bradley, made by the Gra- 


ham-Paige Motors Corporation, 
sells close to $1,000, depending on 
freight charges. Sales of this model 
are expected to gain with Graham- 
Paige relieved of some of its finan- 
cial troubles through a $2,000,000 
RFC loan. 


Catalog Copy Planned 


Sears’ third line includes the 
economy model, priced at $500. This 
is made by the Peru Wheel Com- 
pany. Company spokesmen said 
that, while the tractors had been 
omitted from the 1939 fall catalog, 
a full page would be devoted to 
them in the spring volume. This 
page will give brief attention to the 
entire line and will ask those inter- 
ested to send for the more detailed 
information available in the special 
farm implement catalog. 

Sears’ venture with the tractors 
is more remarkable in view of the 
fact that most of them are sold 
sight unseen. Larger stores may 
have them on display, but this is 
not the case in the B and C stores 


located in more rural areas. 


ae 


| Minneapolis-Saint Paul, Minnesota . 
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“Farm Journal” 
Adds New Services 

Five new color services have 
been made available to advertisers 
in a new rate card issued by Farm 
Journal and Farmer’s Wife, Phila- 
delphia. 

A horizontal half-page is a new 
unit. Black and one color will be 
accepted on half-column depth 
across two columns. A _ special 
split color unit has been added, pro- 
viding for a three-color effect from 
two plates. Two colors other than 
black, and semi-bleed, now avail- 
able on single columns, complete 
the lists of improvements. 


Gregg Appointed 


New Equipment Digest, Cleve- 
land, has appointed A. N. Gregg as 
editor. He was formerly with Na- 
tional Engineer, Chicago. 


To Glaser & Gottschaldt 


Glaser & Gottschaldt, Boston, has 
been named to handle the advertis- 
ing for the New Hampshire De- 
velopment Commission. 


| Three Shifted by 


“Washington Post” 


The Washington Post has placed 
Allan C. Whitehead in charge of 
automotive advertising in the na- 
tional department, filling the va- 
cancy created by the recent death of 
S. S. Grogan. 

G. Matthews Baxter succeeds Mr. 
Whitehead on national food ac- 
counts, while John W. Reiss has 
been transferred from the Post’s 
retail advertising department to 
handle national accounts relin- 
quished by Mr. Baxter. 


Lansinger Joins 
Coast Food Paper 


John M. Lansinger has become 
co-publisher and advertising man- 
ager of Oregon Merchants Maga- 
zine, Portland, devoted to the or- 
ganized food industry of the North- 
west. 

Mr. Lansinger, remembered as 
founder and publisher of College 
Humor and Real Detective Maga- 
zines, was in business in Portland 
before moving to Chicago. 
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Copywriters Fight 
War While Soldiers 


Yawn on West Front 


English Advertising a 
Vivid Reminder of What 
Isn't Happening 


New York, Dec. 7.— Although 
the war on the Western front may 
represent a big yawn to some Euro- 
pean civilians as well as to 
foreign observers, advertising copy- 
writers are doing everything they 
can to keep the conflict vividly 
alive in the minds of consumers. 

Despite the fact that announce- 
ments by air raid shelter manufac- 
turers and sandbag purveyors are 
not as much in evidence today as 
when hostilities began, a deanienue of 


| 
current British newspaper and | tected his father. Now—it will pro- 


magazine copy leads to the 
‘clusion that the copywriter 
| fails to refer to these 
ing days” or the art director who 
omits at least one uniformed figure 
from his layout, is a slacker. 


con- 


Pursue Gift Theme 


| Advertisers are 
war effectively in several different 
ways. Certain types of products, 
such as tobacco, shaving imple- 
ments, candy, and foot ease powder, 
are offered as ideal gifts for the 
men at the front. The fact that a 
product is used officially in the 
army seems to be a better testi- 
|monial than if the king used it. 
| Blackouts, by keeping people‘ home 
nights, provide an ideal market for 
items which will overcome bore- 
dom. Phonograph records and cigars 
fit into this category. 

Typical of the current crop of 
insertions is an advertisement for 
Wright’s Coal Tar Soap, which 


declares: “It protected his grand- 
father against infection. It pro- 


who | 
“nerve-wear- | out of the blackout,” states another. 


exploiting the} 


“Light up an Army 
and take the black 


tect him.” 
Club (cigar) 


The effects of the war on nerves 
and of rationing on health provide 
copy for food product makers. Bov- 
ril and Ovaltine take their cue from 
this situation. 

Familiar American products, 
such as Colgate’s toothpaste, Life- 
buoy soap, Mentholatum and prod- 
ucts of Vick Chemical Company, 
which appear frequently in the 
English press, are more conserva- 


tive in tone than many of their 
neighbors in the advertising col- 
umns. 


“Livestock Journal” 
Issues New Card 


Western Livestock Journal, Los 
Angeles, has issued a new rate card 
providing for slightly higher rates. 

The paper has added a monthly 
edition, making five issues every 
30 days. It will also admit adver- 
tisers to its weekly newsprint edi- 
tions, effective Jan. 1, 1940. 


Barnes Named Head 


of Federal Branch 


Federal Electric Company and its 
subsidiary, Claude Neon Federal 
Company, Chicago, have opened a 
New York office with George Barnes 
in charge. 

Mr. Barnes was formerly in the 
Chicago office of Criterion Adver- 
tising Company. He also served 
the Chicago Herald & Examiner. 


“Guide” Increases Rates 


Screen Guide, New York, has 
issued a new rate card listing in- 
creased rates based on a rise in cir- 
culation from 200,000 to 275,000, 
effective with the March, 1940, 
issue. Cecilia Company, publisher 
of the Guide Group, which now 
includes Screen Guide, Radio Guide 
and Click, will add another monthly, 
Living Romances, on Jan. 5. 


Meigs to Horton-Noyes 

William P. Meigs, Jr., formerly 
of Rickard & Co., New York, has 
joined Horton-Noyes Company, 
Providence. 


the audience. 


still in effect, 


KECA. 


KECA National Sales 


In 1940 the NBC Blue Net 
work station in Los Angeles 
will claim more and more of 


KECA with its new spot on 
the dial, with new programs, 
both local and national, with 
an ever increasing audience, 


With the present low rates 


You'd better sign today with 


NBC BLUE NETWORK 


5000 watts day 
1000 watts night 


THE BULION DOLLAR - 


ae 


- tae 


2 SOUT WERN Cc ALE OWNiN 


FREE & PETERS, Inc. 


Representative 


Owned and Operated by 


Sante ©. Qrthing. Ine. 


LOS ANGELES, CALIFORNIA 


EDWARD PETRY & CO. 


KFI National Sales Representative 


a 


With 50,000 watts of far 
reaching power, 


With NBC Red Network pro- 
grams and local commercials 


KFI's history, 
With the southland’s leading 


station topping all popularity 
surveys, 


KFI is DOMINANT in this 
‘“‘buy-minded try-minded”’ 
third major market. 


YOUR CHOICE OF TWO LOS ANGELES NBC STATIONS TO FIT YOUR BUDGET 


NBC RED NETWORK 


50,000 watts 
clear channel 


. the greatest line up in 


ae 


HERALDS NEW AIRPORT 


AMERICAN AIRLINES 50 
NOW OPERATING FROM 
NEW YORK MUNICIPAL sateen 


AMERICAN Al LIK ES Inc. 
ver re 


American Airlines newspaper copy jn 
Eastern cities also does a promotion job 
for New York's new La Guardia airport. 


American Airlines 
Budget Gets Extra 
$100,000 Boost 


New York, Dec. 6.— Coinciden: 
with the announcement — in larg 
newspaper space —that its plane; 
are now operating from the ney 
New York municipal airport, 
American Airlines revealed _ this 
week that an unanticipated gain 
of 40 per cent in passenger traffic 
thus far this year has been accon- 
panied by a substantial increase in 
promotion. Although the adver- 
tising budget for 1939 was origi- 
nally set at $500,000, expenditures 
have already passed $600,000. 

American’s plans for 1940 have 
not been completed but indication: 
are that the appropriation will b 
stepped up further and that news- 
papers will again constitute the air- 
line’s principal medium. This year 
newspapers in about 14 cities along 
the American route were used, as 
well as a number of magazines. 

Copy inspired by the new airport 
is concentrated locally, with about 
10 dailies listed. Emphasis is given 
to the three hangars occupied b) 
American as well as to the speed 
and convenience with which the 
field can be reached from numerou 
points in the Metropolitan area 
Ruthrauff & Ryan is the agency. 


Greve for Brewery 


Greve Advertising Agency, St 
Paul, has been appointed to handle 
advertising of Montgomery Brew- 
ing Company, Montgomery, Minn 
A newspaper, radio and outdoor 
campaign is being planned for Bo- 
hemian Club Beer. 


Thompson Advanced 


Griffith B. Thompson, of Station 
KYW, Philadelphia, has been ap- 
pointed assistant general manager 
in addition to his work as sales 
manager. He is acting as general 


manager during the illness of Les- 
\lie W. Joy. 


@ 


KAUFMANN & FABRY CL 


TELEPHONE HARRISON 313° 
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Once a Sucker, Always a Sucker? 


By exposing the grafter and confidence man, The Farmer-Stockman has released 


thousands of rural dollars into legitimate trade channels. 


NCE upon a time the grafter and confi- 
O dence man could always turn to the coun- 
try when the going got tough in the cities. The 
yokels were always good for a living at least. 

They argued “Once a sucker, always a 
sucker. Change the bait and he will always bite.” 

Up to 20 years ago the grafter worked un- 
molested. He roamed the country roads in 
search of new victims. Always he had a new 
scheme to catch an old victim. 

The total take of these gentry of easy con- 
science runs into a big figure. The actual sum 
will never be known. Most of the victims won't 
squeal. But in past years we unearthed 
enough losses to learn that the slickers filched 
from the farmer enough money to pay off a big 
segment of the farm debt ... or to buy a lot 
of tractors, automobiles or trucks. 

Just 20 years ago, The Farmer-Stockman 
started in to do something about this huge an- 
nual loss. We analyzed the methods of the 
grafter and told our readers how they could 
spot him on sight. As soon as a new scheme 
would show up, we would warn our readers at 
once by telling them just why it was for them 
a bad deal. We followed through in many 
cases until the grafter fled the country or until 
he was arrested and imprisoned 


ES, we have been at the job 20 years—a 

long time to devote to the simple story of 
how grafters graft. We have spent $75,000 in 
the 20 years on this one service. 

But it’s been worth it. While he isn’t ex- 
tinct, the grafter is getting scarce. The farmer 
at last has learned that no stranger ever takes a 
good thing to the country to peddle out. For the 
sake of the record, we want to point out that 
during this 20 years of effort we have never 


SOUTHWESTERN FARMERS CONSTANTLY PUT THEIR INVESTMENT PROBLEMS 
UP TO THE FARMER-STOCKMAN 


yet discovered one single “investment” peddled 
out to farm folks worth a hoot. In nearly every 
case the loss was just an even 100 percent. 
The job of protecting a certain segment of 
farm folks against their own folly will never 
be completed. There is “one born every min- 
ute.” Each new crop must be educated. And so 
we will continue into the future the story of 


FARMERS CAUTIOUS 
IN “SIGNING HERE” 


The smiling “just-sign-on- 
the-dotted-line” boys are find- 
ing it harder and harder to 
separate the Southwestern 
farmer from his earnings. $75,- 
000 spent by The Farmer- 
Stockman on a 20-year cam- 
paign against them is making 
the going tough. 


how the grafter works. The effort will be 
worth while. Every dollar we keep out of the 
clutches of the grafter is a dollar which some 
farm family will have to spend for the goods 
of legitimate industry. 


g \ 1 ™~ 
EDITOR, THE FARMER-STOCKMAN 


HE matter of protecting the interests of 

readers of The Farmer-Stockman is not con- 
fined to the editorial side of the paper. A rigid 
censorship of the advertising columns provides 
still another positive barrier against question- 
able or unscrupulous schemes, the only virtue of 
which is their ability to separate the farmer 
from his hard earned money. This policy has 
caused The Farmer-Stockman to turn down 
thousands of lines of advertising . . . has cost it 
thousands of dollars in revenue. But in so do- 
ing The Farmer-Stockman has built up a 
reader confidence unequalled in the South- 
west ... a confidence emphatically felt by those 
advertisers in The Farmer-Stockman whose 
products and services have a definite place in 
the farm homes of the Southwest. 


THE FARMER-STOCKMAN 
THE OKLAHOMA PUBLISHING ef + COMPANY 
OKLAHOMA CITY a) OKLAHOMA 
= 6 
mat) 


THE OKLAHOMAN AND Times ® MisTLeETOE Exrress *® WKY, OKLAHOMA City *® KVOR, CoLorapo SpriIncs 
KLZ, Denver (Under Affiliated Management) ™ REPRESENTED NATIONALLY BY THE Katz AGENCY, INC 
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Let's Have a Test Case 


Since the appearance of the edi- 
torial in the December 4 issue of 
ADVERTISING AGE, calling attention 
to the dangers to the public and 
advertisers of the attempts of New 
York City to interfere with the free 
flow of commerce by arresting and 
fining citizens who bought untaxed 
cigarettes in New Jersey, a member 
of our organization has been ar- 
rested for committing this alleged 
crime. 

ADVERTISING AGE had no plan to 
stage a test case to determine the 
power of New York City to inter- 
rupt interstate commerce, but since 
it has raised the issue we shall be 
glad to put the ordinance to a test 
by obtaining a decision by the high- 
est tribunal in the state. Competent 
legal counsel will present the chal- 
lenge to what we believe is an 
unwarranted infringement of the 
rights of citizens to buy freely any- 
where they see fit, and an equally 
unauthorized effort to interfere in 
interstate commerce, the exclusive 
prerogative of federal government. 

The basic question raised by this 
case is one which involves the 
activities of advertisers and other 
marketers in distributing their 
products throughout the United 
States. In an increasing number of 
cases, states and cities have set up 
artificial barriers to the flow of 
business by special taxes and 


licensing provisions, thus tending to 
convert the United States into a 
group of separate principalities, 
each with its own import require- 
ments. ° 

While it is easy to understand 
the pressure on states and cities for 
revenue for relief and other pur- 
poses, the tendency to levy oppres- 
sive consumption taxes, because of 
the ease with which large sums 
can be collected, lays an undue 
burden on those of smaller incomes, 
and when inequalities are intro- 
duced drives business from the 
taxed to the tax-free areas. This 
is a natural human response of free 
American citizens to burdensome 
imposts by the taxing authorities. 

Because we believe in the prin- 
ciple of free and unrestricted com- 
merce throughout the United States, 
and because we believe that the 
idea that any local taxing authority 
can interfere with the rights of 
citizens to purchase what they want, 
when and where they want it is un- 
sound, we are interested in putting 
the present case to a final test be- 
fore the highest tribunal in the state 
of New York. We believe that the 
outcome of the case should be help- 
ful to all those who are interested 
in breaking down the restrictive 
barriers which are arbitrarily being 
set up by governmental authorities 
in many parts of the country. 


Sandburg’s Lincoln 


Carl Sandburg’s 
biography of Lincoln, including the 
four-volume record of the war 
years, just published by Harcourt- 
Brace, is not only an important 


monumental | 


| serious 


new forces from within or without. 

No one interested in influencing 
public opinion or in interpreting it 
should be unaware of the deep and 
concern with the funda- 


contribution to the history of our |mental conception of the American 


country and to the 


P | 
understanding 


. ° P | 
and appreciation of a great Ameri- | 


can, but comes at a period when 
serious studies of this kind are 
especially important and significant. 

The remarkable reception which 
the work has received from review- 
ers, who have devoted a great deal 
of space to thoughtful analysis of 
the story of Lincoln during the 


critical years of the civil war, is an 
indication of the intense interest 
of American citizens in an emer- 
gency which passed into history 
nearly 75 years ago. The genera- 
tions of peace which followed the 
close of the civil war tended to 
make many citizens forget that 
their institutions are not fixed and 


unchangeable, but must be upheld 
and defended by each new genera- 


tion as they may be 


challenged by 


republic now evident throughout 
the country. With world affairs un- 
settled and the strongest empires 
trembling for their futures, no citi- 
zen of this fortunate country can 
forget the advantages which are his 
by the accident of birth in one of 
the favored lands where 
of thought and action for the indi- 


| Vidual is still unquestioned. 


We are interested in the success- 
ful promotion of Sandburg’s Lin- 


coln because it is a product which 
fits the times. It is equally sug- 
gestive to others who may not have 


recognized the 
sober 


strong 
thinking now 
citizens of 


pervading the 


America, 


their recognition of the fact that 
they have both a birthright of free- 
dom and a responsibility to main- 


tain it 


1337 | 
Tel. BRyant 9-6432 


freedom | 


current of 


emphasizing | 


PAGE THE CONSUMER EDUCATION MANAGER 


—Jewelers’ Circular-Keystone 


“Why are the pearls 35 cents when the diamonds are only a quarter?" 


What a Reception! 

We’re pretty ardent admirers of 
the advertising and promotion job 
that Coca-Cola does, and so we're a 


There's always a moment for 


little reluctant to confess that the 
four-color December magazine in- 
sertion pictured here gives us a 
frightful feeling of mausea. No 
doubt “there’s always a moment for 
the pause that refreshes,” but off- 
hand we can’t think of any more 
inappropriate moment or place for 
drinking Coca-Cola out of a bottle 
than “when you stand in a receiv- 
ing line,’ after just having prom- 
ised to share all of life with some 
individual of the opposite sex. 


Producers Speak Up 

Neat public relations stunt is 
that currently being performed in 
San Antonio, where large space in- 
sertions signed by “the Borden milk 
producers” are running in all three 
papers. The campaign is a cooper- 
ative one, the local Borden plant 
and its 49 milk producers joining 
hands on a two-third, one-third 
basis, the producers being assessed 
not more than 3 cents per 100 
pounds of milk. The original cam- 
paign is scheduled to last six 
months, with a five per cent in- 


photo of all the 
with the headline, “Howdy neigh- 
oor . . . we are the Borden milk 
producers,” and _ followed with 
homely copy designed to prove that 


milk producers, 


_ 


It went on: 
You folks prob- 


producers produced it. 
“Why this ad? 


farmers are running ads about Bor- 
den’s milk. Here’s why: we 
worked out 
| the Borden company. 
top price for milk they sell. . . The 
more Borden’s milk you buy, the 
higher the total price we are paid.” 

And a box at one side says: “We 


crease in sales needed to justify its | 


cost. Tracy-Locke-Dawson, Dallas, | 
is the agency. 
Initial copy contained a group 


Borden milk was best because the | 


ably wonder why a bunch of dairy | 


have | “A. Friend,” 
a very fair plan with} 
They pay us| 


Ad-libbing 


are running our picture, not because 
we think we are so good to look 
at, but because if you folks are like 
us, you probably like to know the 
people you are dealing with. And 
every time you buy a bottle of 
Borden’s milk you are dealing with 
us. We'd like to meet every one 
of you good Borden customers per- 
sonally, but since that can’t be done, 


we are using this way to get ac-| 


quainted.” 


All for Comfort 


Barnes & Reinecke, industrial de- 
sign firm, sent us the glorious news 
of a new kind of chair that had us 
all excited for a moment. It seems 
that the steno inadvertently left the 
“ber” off “barber,” with the result 
that we were advised of “a com- 
pletely different bar chair, with 
built-in ash trays, barber foot- 
rests, work trays and all in all just 
about everything but a what-not 
shelf.””. Which would be something 
in a bar chair and isn’t bad for a 
barber chair. The firm worked it 
up for Emil J. Paidar Company, 
who hope to have it reposing in all 
the better tonsorial parlors within 
a reasonable time. 


Jottings 
Did we ever get around to telling 


you of the distinctive colored- 
border envelopes which Dahlke- 
Stationery of Buffalo has _ had 


approved by the post office depart- 
ment for special delivery service 
and “fastest dispatch—via air mail 
or train—whichever is quicker?” 
Their distinctive borders enable 
them to be picked out by postal 
clerks at once. ... 

Dowd Letter Shop in Chicago has 
had some paper napkins printed up 
as “crying towels.” Here’s how 
they work: “The next time anyone 
tries to talk to you about how bad 
business is, give him this crying 
towel. Ask him to go somewhere 
and cry it out—then come back and 
you will get together with him to 
make business better!” ; 

A new angle on the job-seeking 
campaign which has become _ so 
prevalent lately is introduced by 
one hunter who winds up his 
printed postcard with this note: 
“Advertising men and psychiatrists 
interested in the results of this 
campaign may have same by en- 
closing $1 in folding money. Some- 


/one has to finance this, you know.” 


And another enterprising job 
seeker sends us a postcard signed 
and advising us con- 
fidentially that “a man is going to 
try to break into your office. He’s 
about 5’ 9”, 35, a smooth talker. 
He knows your office routine back- 
wards and forwards. And tricky?” 


omen 


a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1565. WSYR Personalities. 


A trip behind the scenes js 
offered in this booklet issued by 
WSYR, Syracuse, N. Y. Photo- 
graphs of the studios, executives, 
artists and actual broadcast scenes 
bring out these personalities and 
activities in an interesting way. 


No. 1539. 
Grow. 


Its circulation growth, attributed 
to concentration in the school field, 
is the story told by Young America 
in this new booklet. The publica- 
tion’s blend of education and enter- 
tainment is described, with facts on 
how circulation is procured and 
where it is concentrated. 


Watch Young America 


No. 1540. Every Reader a Customer. 


In this brochure The Family 
Circle offers a concise but thorough 
summary of facts on its distribution, 
merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 


No. 1548. General Soap Survey. 


Retail distribution and rank of 
sale by brands are tabulated in this 
new survey issued by the Omaha 
World-Herald. The study covers 
toilet soap, laundry and packaged 
soaps, water softeners and cleaning 
powders. 


No. 1549. A New Oklahoman and 
Times Advertising Campaign. 

Facsimile advertisements of its 
new fall campaign are presented in 
this brochure issued by The Daily 
Oklahoman and Oklahoma City 
Times. The purpose and aims of 
the campaign are outlined in the 
text, and its statistical basis is illus- 
trated in an analysis of the present 
use of newspapers by national ad- 
vertisers. 


No. 1569. With the First Million 
at Home. 


This circulation study, issued by 
The National Geographic Magazine, 
tabulates net paid circulation by 
states (broken down by retail shop- 
ping areas and cities), and by 
A. B. C. merchandising divisions. 
Occupations of heads of Geographic 
families are listed. 


No. 1563. Meat Packing—An In- 
dustry in Itself. 


The meat packing industry is 
shown as a constant market for all 
types of equipment and supplies in 
this new brochure issued by The 
National Provisioner. In addition 
to market statistics, the brochure 
provides details on the publication's 
editorial coverage of the field, 
reader interest, circulation and s0 
on. 


No. 1564. A Big City Market. 
In this new market study the 
Lexington Herald-Leader lists ten 
points explaining why Lexington, 
Ky., though listed as a small city 
in population, is a big city market. 
Each point is covered in detail in 
the course of the study, with facts 
about the population of the Lexing- 
ton area, retail buying, and agricul- 
tural and industrial activities. 


No. 1570. The Aviation Industry 
for 1940. 


Issued by Aero Digest, this neW 
booklet tells why the aviation in- 
dustry will be among the leaders 
next year. The first section deals 
with the current financial status of 
the industry, plant expansions, e™m- 
ployment, production facilities ané 
other factors. The second part }§ 
devoted to the fifth annual “Digest 
of Aircraft & Engine Machinery, 
January issue; and part three 
Aero Digest’s position in the avia- 
tion field. 
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“THE CHR 


Survey Proves 


an Bam VW ide Disparity 
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33 


123 


Tart beemee Stree 


retailers of Toronto advertise in 


t.4 it 


Eee The Christian Science Monitor fe 


ere 5 Says one of the 123 merchants in this 
os foci S = Canadian city who advertise in The Christian 


Science Monitor: Monitor. They do so for one reason—be- h 

“Advertising in The Christian Science cause they get profitable results from this j : 
Monitor for nearly fifteen years, we have advertising. ; 
found the trade derived from it steady and a 
good class of patronage, and we look upon 
ase F the Monitor as one of the very best, if not 
See the best, advertising medi- 
ums used from the stand- 
point of results.” 

The experience of this 
advertiser with The Chris- 


world, including 21 cities of Canada, place : 
their messages in The Christian Science 


| 


i 
q 
3h! 
il 

ri 

| 


it 

1 
Witi}ty 
ii 


aI 


me 
—— 


i 
te 


it 
i 


i 
\ 
i 


itt 
i 


National advertisers, too, find The Chris- 
tian Science Monitor a profitable medium 
with which to reach an exceptional audience 
on both sides of the border. 
This audience has better- e 
than-average ability to re- 
spond to advertising, and is ¢ 
keenly responsive to adver- 
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Tse tian Science Monitor paral- tising in its favorite news- 
Pex lels that of many who have paper. The story of how the g 
== used it consistently. Retail- 


Monitor is serving advertis- 
ers is yours upon request. 


Parliament ‘Buildings 


ers in 1245 cities of the 


(Names of advertisers quoted will be given if requested) 
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THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 
NEW YORK OFFICE: 500 Fifth Avenue 


OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Konsas City, Son Francisco, Los Angeles, 
Seattle . . . London, Paris, Geneva 
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Six 1940 Censuses 
fo Throw Light 


on Market Problems 


Decennial Count o 


Population Promises 
New Facts 
Washington, D. C., Dec. 7.—A 


total of six censuses will be taken | 
in 1940, giving advertisers the 
greatest wealth of information ever 
made available about markets and 
the people comprising them. While 
most of these counts are not new 
all will bore into their 
fields deeper than ever 
the effort to throw new 
marketing problems. 
Leading the census parade of 
1940, of course, is the 16th decen- 
nial population census. Others to 
be taken are the census of agricul- 
ture, the housing census, the census 
of business, the census of manufac- 
tures and the census of mines and 
auarries. The first three will begin 
Jan. 2, 1940, and will require about 
six months’ time before results 


respective 
before in 
light on 


The 
1940, 


begin to take 
last three 


tangible form. 
will start April 1, 


and will be completed in about one | 


month. 


Seek Income Figures 


The population census will cover 
approximately 132,000,000 
Though this tabulation has dug 
| deeply into private lives of the pub- 
lic in the past, the new count will 
include many questions hitherto 
answered only through private re- 
| search. The outstanding new fact 
'to be sought covers income, in order 
that marketers may weigh quanti- 
| tative data qualitatively. Other new 
queries will concern such vital facts 
as unemployment, grade of school 
completed, place of residence five 
| years ago and mother tongue of the 
| foreign-born. 


,| light is provided by elimination of 


the standard question about illiter- 
acy because, according to the Bu- 
reau of the Census, Department of 
Commerce, such a thing now exists 
in the United States only among 
the aged, and presumably will van- 
ish in another decade or so. 

The census of business, the first 
to be taken in four years, has 
adopted a simplified system of re- 
porting commodity sales which will 
bring to the surface some valuable 
information. 
tive will be able to learn from this 


people. | 


An interesting side- | 


The business execu- | 


_ 


CONTRAST FOR NEWSPAPER "HEADLINES 


Jackson Brewing Company, New Orleans, employs a timely theme for its 24-sheet 
poster scheduled for showings in Louisiana, Mississippi, Arkansas and Tennessee. 
ant ee Agency, St. Louis, directs the account. 


census not only the number of re- 
tail outlets in a given trade and 
their net sales, but their volume of 
business in certain major commodi- 
ties. These items will also be shown 
in geographical breakdowns. An- 
other new and significant query 
will reveal the extent of consumer 
debt, through a question on amount 
of accounts and notes receivable 
from customers. A new schedule 
on finance companies will complete 
this picture. 

The stability of retail and whole- 
'sale establishments will be _ indi- 


CLOTHING 86.8%* 


the St. 


a is 


Louis radio stations. We be- 
lieve, however, it is unique 
that St. Louis KWK_ leads 
Louis network sta- 
tions in advertising the three 
vital necessities of life. 

H These figures represent K WK’s portion of the 
total local and national spot advertising on the 


three St. Louis network stations for a typical 
week in November. 
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PAUL H. RAYMER CO. 


~NEW YORK: CHICAGO «SAN FRANCISCO © 


| renters 


cated by answers to questions on 
date of acquisition or establishment 
under present ownership and date 
of original establishment of the 
business. 


Homes Under Glass 


The Bureau of the Census be- 
lieves that the census of housing 
will be important to business men 
as a whole as an index to the mar- 
ket characteristics of different com- 
munities, though it is conceded that 
the figures will be of primary value 
to the building material, household 


|equipment and construction indus- 


tries. 

The census will measure buying 
power in terms of rental value, with 
separation of home owners, home 
and apartment dwellers. 


| The *se general questions will be fol- 


| with 


|lowed by specific inquiries dealing 
the nature of the heating 
equipment and fuel in use, type of 
refrigeration, fuel used for cooking, 
number of radios, water supply, 
toilet facilities and number of bath 
tubs or showers. 

Other questions on the schedule 
relate to the year in which the 
structure was erected, the need of 
major repairs, and mortgage pay- 
ments. 

Other Fields Studied 


Advertisers interested in the 


| agricultural market will not be neg- 


| lected, 


| 


| 


| 


| Other 


the census of agriculture 
providing much of the data re- 
quired for an intelligent marketing 
job. The number and latest model 
of automobiles, motor trucks and 
tractors on the farm will be learned. 
questions cover expenditures 


for implements and machinery, 


petroleum products and _ building 
materials; the number of farmers 
|dealing with cooperative buying 
organizations, work done off the 
farm, ete. Shifts in crops 

classes of live stock will be re- 


| 
| 


jas vice-president 
| dustrial 


corded, while new data on part- 

time farmers will be obtained. 
Marketers of industrial products 

will benefit from a new question 


| incorporated in the schedule for the 
|census of 


manufactures. It con- 
cerns expenditures for plant and 
equipment during 1939. The power 
equipment inquiry has been rein- 
serted after a lapse of ten years. 
The plant equipment and deprecia- 
tion query seeks to determine, 
among other facts, total charges for 
depreciation and obsolescence. 

Reporting to the Bureau of the 
Census is required by law, 
same statute protects those giving 
the answers against disclosure of 
individual returns, or their use for 
taxation, regulation or investiga- 
tion 


Gets F & N Lawnmower 

Sidener & Van Riper, indian | 
apolis, has been appointed to handle 
advertising of F & N Lawnmower 
Company, Richmond, Ind. Publica- 
tions and direct mail will be used 
in a spring campaign. W. F. Kegley 
and Edward Van Riper are account 
executives. 


Lindsey with Agency 

W. D. Lindsey has joined Oswald 
Advertising Agency, Philadelphia, 
in charge of in- 
advertising. He was for- 
merly advertising manager of the 
| Shi irpless Corpor ation. 


Account to Ramsey 


The L. W. 
Davenport, Ia., has been 
advertising counsel for 
Machine and Metals. East 
Tl] 


Ramsey Company, 


Moline. 


and Adv ertising, New York. 


but the | 


appointed | 
American | 


— 


Offer New Display 
Aid to Drugs Sold 
Under Fair Trade 


Boston, Dec. 7.—— The fair trade 
commission of the Massachusetts 
State Pharmaceutical Association 
today disclosed plans to extend aid 
to manufacturers of products sold 
under fair trade through a new 
display service, a project expected 
to deepen the ties of friendship be- 
tween such manufacturers and re- 
tail druggists. 

The commission has as its objec. 
tive the creation of a display serv- 
ice, including installation of the 
displays, which will give these 
manufacturers a fair return for the 
cooperation they extended in plac- 
ing their products under fair trade, 

In the past, the manufacturers 
have sometimes been disappointed 
to find that fair trade products were 
receiving no more attention in store 
promotion than those not sold under 
fair trade. 

Another objective of the com- 
mission, according to Samuel Silver- 
man, its counsel, is to encourage 
the retail druggist to properly dis- 
play his goods. The plan is a co- 
operative, non-profit venture. Cost 
to the retail druggist will be de- 
pendent upon the number taking 
advantage of the plan. 


To Start on Jan. 1 


It is also hoped that the project 
will help the druggist “combat 
those who are entering this field 
and who are able to outsmart the 
druggist.” 

Cooperating druggists will receive 
new displays each month. Atten- 
tion will also be given to counter 
displays and to the technique of 
tying in show cases with window 
displays. 

The commission has appointed 
Julius Teich merchandising counsel] 
for the plan and Norman A. Smith, 
director of enforcement. The first 
displays are scheduled to make 
their appearance Jan. 1. 


mc 
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Joins Street Railway 

Allan J. Oppenheim, formerly 
with Western Advertising, San 
Francisco, has joined the sales pro- 
motion department of Street Rail- 
way Advertising Company, New 
York. 


ers 


Neave Joins Compton 


Ralph Neave, Jr., formerly head 
of research with Sherman K. Ellis 
Co., New York, has joined the fF 
‘research department of Compton ff 


Leventhal Names Reiss 


Julius Leventhal & Bros., New 
York, has appointed Reiss Advertis- 
ing, New York, to handle advertis- 
ing of its. shirts. M. Murray 
Schwartz is account executive. 


Struble Adds Duties 


A. L. Struble has been appointed 
assistant general sales manager of ¥ 
Fruehauf Trailer Company, Detroit, fF 
in addition to his present duties as 
manager of the wholesale division. 
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THE AD CLUB XMAS PARTY 


2 te et 


i @ Don’t Miss - - 


@ Don’t Miss - - 


@ Don’t Miss - - 


i 


@ You Can’t Miss 


The All-Star Show of the year, featuring a galaxy of hand- 
picked headliners. It isn't just another night club review or 
a Hollywood Cavalcade, but a potpourri of pulchritude and 
interesting personalities, blended to please every taste. 


The valuable door and table prizes, or the bulging gift bags. 
Children cry for them—while strong men and fair women 
delve into their depths with all the relish of children discover- 
ing the contents of a Christmas stocking. 


The turkey dinner with all the trimmings—the fun, festivity, 
and good fellowship. You may have heard that there's no 
Santa Claus, but you'll begin to wonder if you heard aright 
when you attend the one and only CFAC Xmas Party. 


—on this one. It's a sure thing. The real McCoy. The year's 
best buy. If you haven't ordered your tickets yet, don't 
wait another minute. Pick up the phone, now, dial OFF. 
9300, get Extension 2046, and ask the ticket chairman how 
you can get yours quick! 


Chicago Federated Advertising Club 


Published in the interest of the Off-the-street Club 
and the CFAC J ocational Bureau, which organiza- 
tions benefit directly from the proceeds of this party. 


This space contributed by 


COLLINS, MILLER & HUTCHINGS, 


Chicago Photoengravers 


HOTEL SHERMAN, 12 NOON, DECEMBER 1417 
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INC. 


SEE AND HEAR-- 


® MARGERY MAXWELL, renowned 


opera and concert artist. 


® THE GREAT LAURANT, the man 


of many mysteries. 


® THE DRUM MAJORETTES, a 


quintet of comeliness and skill. 


® CHICAGO'S MOST POPULAR 
MODEL, crowned by the dashing 
Morgan Park Military Academy 
Grenadiers. 


® TEN DESIGNING YOUNG 
LADIES, in ten minutes of artistry. 


® FATHER FLANAGAN, of BOYS' 
TOWN fame. 


® BILL CARLSEN AND HIS OR- 
— the band of a million 
thrills. 


® YOU, AND | DO MEAN YOU, 
in community singing, lead by 
Frank Bennett, director of the 
Chicagoland Musical Festival. 


® FRIEDEL SCHLIPPERT—the Civic 


opera contest winner. 


® JAMES LAPSLEY — the Singing 


Doorman. 


CFAC gratefully acknowledges the time 
and talent donated by the above artists. 
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Food Producers 
Study Substitute 
for Tin Cans 


Hollywood, Cal., Dec. 7.— Plio- 
film bags as a substitute for cans 
to package fruits, vegetables and 
meats are being used by several 
plants in California and Mexico as 
the result of a new process devel- 
oped by Dr. Duryea Bensel, presi- 
dent of Bensel Brice Corporation. 

National distribution of food 


Crowell Completes 


Chicago Organization 


Crowell-Collier Publishing Com- 
pany has announced three person- 
nel changes which complete reor- 
ganization of its Chicago sales staff. 

Arthur F. Collins, who was West- 
ern manager of Country Home, has 
joined Collier’s. Preston L. David- 
son, of Country Home, has been 
transferred to Woman’s Home Com- 
panion. H. A. Patterson, who has 
been a publisher’s representative in 
Chicago, has joined American 


Magazine. 


5 ae 
products packaged in Pliofilm will | Kjndel to Diener 


be delayed until next spring, it was 
revealed, when negotiations for 
leasing the process on a royalty 
basis have been completed. Food 
packers and distributors are said 
to be giving close study to the new | 
method of packing, which Bense] | 
Brice claims has many merchandis- | 
ing advantages as well as being less 
expensive. 

Can manufacturers have been 
watching experiments with Pliofilm 
bags as substitutes for cans for the 
past year, but are sceptical of 
claims that the innovation will re- 
place tin cans. Over 11 billion 
cans are used annually for the pres- 
ervations of food, and almost 60 per 
cent of this country’s annual output 
of tinplate is used for food canners. 

By the Bensel process, the bags | 
are cooked in the regular canning | 
procedure. Savings of roughly 50 | 
per cent in containers costs are | 
claimed, as well as a 25 per cent 
saving in freight costs. Railroads | 
may esablish a new classification to 
include Pliofilm packaged products, | 
however. 


Contents Are Visible 


One merchandising advantage | 
claimed for the new process is that 
it will enable packers using it to 
offer strong competition to frozen 
foods, which are sold in packages | 
with a “window” through which 
purchasers may view the product. 
Use of Pliofilm bags will make the 
entire product visible. 

Major food manufacturers from 
the East have sent representatives 
to California to witness the pack- 
ing of products in Pliofilm.. Many 
of them are now conducting their 
own laboratory tests to determine 
the feasibility of adopting the idea. 

The serviceability 
packages, in view of the rough han- 
dling which packaged products re- 
ceive in loading, transportation and 
storage, is an important question 
mark to many manufacturers and 
wholesalers. They point out that 
even tin cans are sometimes dented 


of the new} 


or crushed from rough handling, | 


and that any substitute package 
must be at least as strong. 


O’Brien Buys Daily 

A. Lincoln O'Brien, former pub- 
lisher of the Boston Transcript, has 
bought the Daily Eagle, Claremont, 
N. H., from William E. Langdon, 
Harold L. Woodward and Benjamin 
G. Welch. The transfer includes 
title to a weekly, the National Eagle, 
and both newspaper and job print- 
ing equipment. 


Ever Ready LABEL Corp. 


141-A6 EAST 25th ST. NEW YORK. NY 


Kindel Furniture Company, 
Grand Rapids, Mich., has appointed 
Wm. L. Diener, Inc., Grand Rapids, 
to handle its account. Wesley Aves 
is account executive. 


remember that first bateh of blank re- 
ports. After they came back all filled 


| Phone Com pany 
Buys First-Page 
Newspaper Space 


New York, Dec. 5.—Front - page 
advertising is appearing daily in 
three afternoon newspapers here, 
following the inauguration last 
week by New York Telephone 
Company of a 13-week test cam- 
paign to promote its recently estab- 
lished weather service. In all cases, 
copy is running directly beneath 
the weather forecast. 

In the Post, the “ear” at the 
upper left-hand corner of the page 
is the position for the advertisement, 
| while in the Journal and American 
and World - Telegram the weather 


| report and the advertisement are 
printed at the bottom of the front 

|page. Copy reads: “Call WEather 

| 6-1212 day or night for latest fore- 

| cast and temperature.” 

_ Batten, Barton, Durstine & Os- 

| born is the agency. 


Hemrich Joins 
Visking Corporation 

William R. Hemrich will join 
Visking Corporation, Chicago manu- 
facturer of synthetic sausage cas- 
ings, Dec. 11, as advertising and 
sales promotion manager, H. R. 
Medici, vice-president, announced. 

Mr. Hemrich, who was advertis- 
ing manager of Armour & Co., Chi- 
cago, for four years, and subse- 
quently with Sherman K. Ellis & 
Co., succeeds Carl Hart, resigned. 


Nelson Succeeds 


Thurston McGuffick 


John A. Nelson has been ap- 
pointed space buyer and media an- 
alyst for McCann-Erickson, Inc. 
San Francisco, succeeding Thurston 
G. McGuffick, who will become 
sales development manager at Los 
Angeles for Pacific Outdoor Adver- 
tising Company. 

Mr. Nelson will handle medig 
analysis of magazines, trade papers 
and miscellaneous media. He wij] 
be assisted by Chester J. Doyle on 
newspapers, Al C. Nelson on out- 
door and car cards, and Phipps Ras- 
mussen on spot radio. 


Takes New Quarters 


Spirits Publications, Inc., has 
moved to 29 W. 57th street, New 


BARA \\ 
WA, 
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Companion Reader Mail and Requests for 
Service Total More Than 1,400,000 a Year 


Give the little boy a great big hand! 


He's swamped . . . snowed under .. . 
buried! What with Companion reader 
letters and requests for service now over 
1,400,000 in one year and rising steadily, 


he’s a bit flustered! 


The Reader-Editors had a lot to do 
with it. Well does Johnny the office boy 


out, things started to happen. 


And Johnny knows why. It was a 
simple matter of calling editorial shots 


in advance... and calling them right! 


Of using this new yard-stick on 2,000 


typical Companion readers to deter- 


mine current tendencies in buying habits 


... consuming needs 


... and writing 


the Companion directly to them. 


Soon the mail bags got heavier and 
more numerous. In they came... thou- 
sands more requests for aid and advice 
on home-making problems. As he sorted 


them. Johnny reflected that once more. 


Johnny’s right. It’s 


keen Companion editing had scored! 


foresight that 


counts—in editing as in selling. And 
only Companion editorial foresight as- 


sures the depth of reader interest that 


carries over into advertising columns. 


Only Companion Selling so surely weds 


idea-selling with brand-selling ... and 
(ably aided by Jean Abbey, the Com- 
panion shopper, over 15 radio stations) 


leads the buying urge thus created 


right to the point of sale! 
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New Book ‘Offers 
an Analysis of 
Business Machine 


New York, Dec. 6.—Recognizing 
the need for an unbiased textbook 
giving the facts about business op- 
eration, particularly in view of the 
trend toward more courses on con- 
sumers’ problems in high schools, 
a new book called “Understanding 
American Business” has been pub- 
lished through the initiative of the 
National Better Business Bureau. 

The book was written by Hum- 
phrey B. Neill, author of numerous 
works on business subjects. The 
work was planned and the contents 
assembled by Howard Cool, a mem- 


ber of the staff of the National Bet- 
ter Business Bureau. 

The presentation relates in a non- 
technical fashion the general story 
of what constitutes American busi- 
ness. It is designed for use not 
only by students in secondary 
schools but also for adult educa- 
tion groups. Particular emphasis 
is given to subjects which the gen- 
eral public least understands, as 
shown by queries to Better Busi- 
ness Bureau offices. 


Chapter on Advertising 


The chapter devoted to the func- 
tion of advertising lists a few fa- 
miliar cases of how advertising has 
lowered costs by making mass dis- 
tribution possible. The oft - heard 
claim that advertising is an eco- 


COMPAN 


nomic waste, in that it influences 
consumers to purchase a particular 
brand of an article rather than 
merely the article, is answered by 
pointing out that progress as mani- 
fested in improved products is pos- 
sible only through competitive ad- 
vertising. 

“Competition in ideas, in think- 
ing, has been the influence that has 
brought the world forward from 
the stone age to civilization as we 
know it today,” it is pointed out. 
“Man has always been ‘full of 
faults’ and probably always will be. 
But slowly and surely competition 
has made us think more, do more, 
and consume more.” 

“Understanding American Busi- 
ness” is published by Macmillan 
Company, New York. 


ON 


7 


NOGeFY 


General Mills Names 
Three Vice-Presidents 


E. L. Schujahn, Buffalo grocery 
products manager, and Fenby Baus- 
man, New York export manager, 
have been elected vice-presidents of 
the Eastern division of General 
Mills, Inc., and of Washburn Crosby 
Company. E. H. Martin, Chicago 
grocery products manager, has been 
elected a vice-president of the Cen- 
tral division and of Washburn 
Crosby Company. 


Pabst Advances Two 


Pabst Sales Company, Chicago, 
has elected Ivin E. Harris and Ed- 
win L. Morris vice-presidents. Mr. 
Harris is general sales manager and 
Mr. Morris director of sales promo- 
tion. 


SELLING 


7 DMERCHANDISIS 
d aj 


CREATES DEMAND . . . . CLINCHES SALES 


LARGER CIRCULATION THAN ANY OTHER WOMAN'S MAGAZINE — 3,130,706 


| THE MERRY OLD SOUL 


Old King Cole appears in a new role for 
the Baker-Bennett-Day Division of Gen- 


eral Foods. The colorful duplex ship- 

ping box serves as a counter display, too. 

The unit was designed by Hinde & Dauch 
Paper Company. 


Expand Newspaper 
List for Maine's 
Potato Campaign 


Augusta, Me., Dec. 6.—Expand- 
ing its promotion in behalf of trade- 
marked State of Maine potatoes as 


the campaign enters its fourth 
year, the Maine Development Com- 
mission has begun the largest news- 
paper drive in its history. 

While spot radio and _ business 
paper advertising will be con- 
| tinued on the same level as in past 
seasons, the newspaper list has been 
extended to include 141 daily and 
Sunday papers as far South as 
Florida and as far west as the Mis- 
sissippi River. 

The campaign will last until early 
spring months of 1940. Agency for 
Maine’s agricultural product adver- 
tising is Brooke, Smith, French & 
Dorrance, New York. 


U. S. Tire Shifts 
Stewart and Durban 


F. M. Stewart, advertising and 
sales promotion manager of U. S. 
Tire Dealers Corporation, New 
York, has become manager of the 
automobile tire department. 

He is succeeded by Charles J. 
Durban, who has been engaged in 
special tire merchandising and pro- 
motion. 


New Chicle Agency 
American Chicle Company, Long 
Island City, N. Y., has placed its 
dental advertising account with 
Noyes & Sproul, New York. The 
general account continues with 


Badger & Browning & Hersey, New 
York. 


Summerville to WWL 

W. H. Summerville has resigned 
as manager of Station WGST, At- 
lanta, to join WWL, New Orleans, 
in the same capacity. 


Agency Adds Tiger 

Artwil Company, New York, has 
added A. August Tiger to its staff. 
He was formerly publisher of Sur- 
gical Business. 


Sales High Spot! 


Omaha 
| no 


ON NATIONAL 
LIST 


Forbes’ Business Pictograph for Nov. 1, 
1939, gives Omaha 2nd place on list of 
10 cities showing largest business in- 


creases. 


THE OMAHA WORLD-HERALD 
Nat. Adv. Rep., O'Mara & Ormsbee, Inc. 
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contest, activity of local merchants ANOTHER PEP TALK 


in buying stereographs to meet the 
public demand and a decided in- 
terest on the part of advertisers in 
using stereographic illustrations in 
advertising in which the possibili- 
ties seem to be extensive. 


ty No Punches Pulled “WAR COPY" PROMOTES SOAP IN JAMAICA Se aie Stcaaee on hel 


gravure feature because of half- 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


in Kingston Copy - tone dots in black and white. | | 
To the Editor: It is interesting to PURITAN LAUNDRY SOAP WASHES CLOTHES WHITER AND QUICKER Adding the third dimension to THE END 
note that in “far-off” Jamaica the case = et a ee advertising illustrations seems to 
trend to tie in advertising with the | be about like adding television to of a perfect day... 
: L you DE radio, although in the case of stere- | 
current war in Europe also exists. me TEL 1 a There are some customers that you always like to have 
The “Dutch Cleanser” advertise- Good 8 joscoptc pictures it is already here, | png eee sete sai is 
ment you reproduced in your Nov. ps iT CANT 12 f [sae a no arent cape. oe cf ome orion. Ba the ier vcning 
20 issue amused me, and no doubt 3 De BLOO | g | BELDEN MorGAN, hamid poe 
the gripping suggestiveness of the E You | 9 | Hartford Courant, Hartford, | “What's co goed shout KP” he enapped beck ot me 
enclosed ad., which appeared in = e | 3 Conn. [Giviaushadan’ 
the Jamaica Daily Gleaner will Fs cea ae. Rao oy bop, anno ot” | caer te, Ths 
bring a smile to the faces of some | | | Great Minds, etc. accion dal ole ofl sir cae a eats fos 
of your readers. : ¢ PP. To the Editor: What in the heck “ins oath Gon to?” Go alah “Wi soe bee ot 
In closing, I take the opportunity 5 _ is Angostura-Wuppermann Cor- np hf CA Dh Le 
of expressing my appreciation of £ $ poration trying to do anyway, put “Jun eave it to me.” I said, And I reached behind 
your informative and interesting £ ‘ 'a fast one over on Shell? Angosturs. | ered « couple of healthy dashes of the 
a publication, ADVERTSING AGE. I 4 |g Same layout, same cartoon idea, apne pyar ihr “frame 
wouldn’t be without it for anything! § 9 same size space, same copy appeal Soa aa Ge tatih Get de te et te 
ALEX W. L. FOSTER, 5 | and it doesn’t end there. They’re SC 
The Gleaner Company, Kings- o 5 even stealing the service station ni 
ton, Jamaica, B. W. I. 3 idea, only their fluid is pepping up eet me Bape, Pp pow bar by 
ane ie the old man, while Shell’s peps up a a 
‘ . the old motor. 
Who Was First with . Give ’em a blast. ay egy hr acy 
: Rosert W. WALKER, Seem oe ens seen ca cin 
5 the Orchid Theme? COCONUT PRODUCTS LTD.—25 SLIPE PEN ROAD, Kingston San Francisco. snd qualify mast be received print to annary Ya. 1040 
: To the Editor: Your recent com- — 


munications about use of the orchid | — 


eas theme in advertising leads me to|=—=> = : | 
: —< icles yan doops a = — por way and | Conference Was Called 
api anuary, , j , indecision over the question. 
= Pontiac Motor Car Company a full-| Despite this vote, however, 73 per by Commerce Department | The Pittsburgh | 
tie page advertisement—illustrated by|cent of those questioned assert that To the Editor: Your issue of No- | ‘Courier* | 
1 en ‘ . . : : . . ~ . , ~ 6 "CO ‘ted ao rence d | 
Lene a gorgeous, big, full-color orchid.|even if it appeared the Germans | vember 20 reported a conference to 
The copy was intended for Fortune.| were defeating the Allies the| promote a cooperative advertising | Pittsburgh, Pennsylvania ne ay 
The suggested headline was—“An| United States should not declare | campaign by Latin-American coun- | 
Orchid to Pontiac.” war on Germany and send our | tries “designed” to capture the tour- 
Whether the advertisement actu-|armed forces to Europe. | ist trade hitherto dedicated to | Kansas City Call* 
ally ran, I do not now remember. JAMES VICARY, | Europe. K Cit Mi . O e 
I seem to recall that a rearrange- As Southern California’s official ee ee a 


ge Director, Bureau of Student | 
ment in schedules caused the copy Quinton. University of Michi- | 
to die a-borning. But I do remem- rh Aon Ast - Mich | we, of course, are interested in all h 
ber that the idea progressed to aj %@™ “™P “rbpor, Men. | developments in the travel field and | St. Louis Call Our are 
complete comprehensive—and, in = —== == | would particularly like to know 


that stage, created a lot of favor- WHAT ABOUT WCTU? who were the sponsors of the con- 


community advertising organization, 


St. Louis, Missouri 


able comment on the part of the ference referred to, 
client. - I do not hesitate to ask this favor | Houston Informer* O 
Undoubtedly, somebody else can NAVY..10 = Sy of you, as we have found ApvERTIS- | 
carry the orchid even further back ARMY... 0 ING AcE to be one of the best | ee eee e e 
in advertising thought. I merely " sources of information on what is T B [| 
toss this in for whatever it’s worth. doing in the travel field. > , WO l ton 
JAMES R. ApAMs, MINARD FASSETT, | New York: Aae 


All- Year Club of Southern 


Calif . I A } New York City dD I] 
atifornia, Os Angeles. 
a OULLaATS 


v 
Old Entertainment eer ee | 
; Philadelphia 
a New Sensation Independent | 
To the Editor: Who said there is 


Executive Vice-President, Mac- 
Manus, John & Adams, Detroit. 
. a ee 
Organize Bureau 
of Student Opinion 


To the Editor: Your readers may wow cans Ou wat “Daw nothing new under the sun? It PN: TC Our Colored population 
be interested in the formation of FURNACE “AND M poop hey took the Hartford Courant to find 
the Bureau of Student Opinion, i See g fumacncamo| | something very old and make some- ee spends Two Billion Dollars 
which has just issued its first re- My SITTERY thing very new out of it. They Detroit Tribune : 
port, following more than two found that thousands of families Detroit, Michigan every yeor. Here is a 
years of experimentation on inter- around Connecticut still had the old 
viewing methods and questionnaire fashioned stereographs, those gad- Market you may have 
techniques. Our first report con- gets through which you look at a os > bolas 
cerns student attitudes on the pres- double picture and see a single Louisiana Weekly overlooked. 
ent war and a follow-up survey] ° picture in three dimensions. Many New Orleans, Louisiana 
will be made later in the school |of these were in attics, a carryover 


year. | from the “gay nineties” or the early 


seme ge — ie A sige ~~ Maybe It's Okay | 1900’s, when Ms gy ae ary - Louisville Leader INTERSTATE UNITED 
census of student activities up to . necessary part of the equipment o gee . 
date. Surveys on religious beliefs After the Big Game every drawing room but a sur- SATE, TED 
and education techniques at the} To the Editor: What do you think | prisingly large quantity were brand NEWSPAPERS Inc 
university are being planned. of the tactlessness of Bromo-Seltzer new, having been bought recently ; | +] s 

Our initial survey discloses that ve a — hago Bere an Placa from firms who have revived this Tampa Bulletin 545 Fifth Avenue 
students here are overwhelmingly |!"to this “breaking training” ad- | very entertaining pastime. rom ort 

- ; as r pagan tee : : , mpa, Florida : 

in favor of an Allied victory, with| Vertisement with its very strong] So, since Nov. 19 the Courant has New York City, N. Y. 


68 per cent expressing this hope for} i™plications of inebriety, something,|peen publishing five stereoscopic 
the outcome of the current conflict,|f course, deeply frowned upon at | pictures of Connecticut views and * A. B.C l National Advertising Representatives 
and only two per cent favoring a both Annapolis and West Point? personalities. There has already 
German victory. The remainder WILLIAM SHAW, been a marked response from many 
are divided between no desire for Chicago. directions, replies to a suggestion 
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$75,000,000 Spent 


(ver Major Radio 
Nets in 11 Months 


New York, Dec. 6.—National 
advertisers have spent nearly $75,- 
990,000 for time on the three major 
networks during the first 11 months 
f this year, it was revealed this 
week in data compiled by National 
Broadcasting Company, Columbia 
Broadcasting System and Mutual 
Broadcasting System. To date, com- 
pined billings of NBC, CBS and 
MBS are running 15.4 per cent 
ahead of the same 1938 period. 

Total business volume of the net- 
works during the first 11 months of 
1939 was $74,969,360, as compared 
with $64,974,899 last year. Despite 
Mutual’s first setback in monthly 
figures since April, 1938, combined 
billings for November reached 
$8,018,352 for an upturn of 19.4 per 


cent over the November, 1938 total 


of $6,713,258. 

CBS enjoyed the biggest upturn 
in November with a gain of 40.9 
per cent. Last month’s total was 
$3,456,323, which compared with 
the November, 1938, figure of 
$2,453,410. Cumulative billings for 
the 1l-month period amounted to 


$30,992,671, representing a 24.9 per 


cent increase from last year’s $24,- 
816,337. 


Upward Trend Accelerated 


NBC continued its 
pace 
$4,234,984 for an 8.6 per cent in- 


crease over 


the 1938 figure of $37,575,607. 


November volume of MBS was 
$327,045, or 10.4 per cent below the 
mark of $360,929 set in November, 
For the first 11 months of 
1939, however, MBS billings were 
This represented a 16.6 
per cent gain over the $2,582,955 


1938. 


$3,012,083. 


» business reported for the same 
period a year ago. 
Thompson Fills Vacancy 


Abbott H. Thompson has been ap- 
of 
Machinery Corpora- 
tion, Beverly, Mass., succeeding the 


pointed 
United 


advertising 
Shoe 


manager 


late Franklin R. Johnston. Mr 


Thompson has spent 22 years with 


the company. 


Hotstream to Basford 


Hotstream Heater Company 


Cleveland, has placed its advertis- 
Basford 


ing account with G. M. 
Company, Cleveland, effective Jan 
1, 1940, O. A. Reiter, 
manager, announced. Carl 

ner will be account executive. 


Dingee with Agency 
on hn Dingee has 


food accounts. He has been with 
Gene r i! Foods Corporation and 
Stokely Brothers Company. 


quickened 
with a November volume of 


the same 1938 month 
when the total was $3,898,919. To 
date this year, billings have reached 
$40,964,606, a 9.0 per cent gain over 


advertising 
Wag- 


| joined H. 
rles Sieck, Inc., Los Angeles, to 
establish a division specializing in 


United Simplifies Setup 


United Broadcasting Company, 
Cleveland, has merged three sub- 
sidiaries into the parent organiza- 
tion and dissolved their corporate 
existence. The stations concerned 
are WHK and WCLE, Cleveland, 
and WHKC, Columbus. 


Drummond Shifts 


Oliver M. Drummond has been 
appointed New England _ repre- 
sentative of Woman’s Home Com- 
panion. He was with Country 
Home for many years. 


Gets Chemical Account 


S. A. Conover Company, Boston, 
has been appointed to handle United 
States advertising of Franco-Ameri- 
can Chemical Company, Boston. 


Care of Minor 


Mishaps Siressed 
in Lysol Copy 


New York, Dec. 6.—Stressing the 
need for hospital-like cleanliness, 
even in cases of minor mishaps at 
home, Lehn & Fink Products Cor- 
poration will give strong magazine 
support to its second annual “Na- 
tional Sick Room Needs Sale,” to 
be conducted in January. The pro- 
motion is staged to push sales of 
Lysol disinfectant, but plays up 
other sick-room items carried by 
the druggist as well. 

To suggest the importance of 
sanitation in connection with even 
“a little illness,” Lehn & Fink has 


chosen an appealing picture of a 
baby with emphasis on the question 
“How big is a little illness?” This 
theme appears in display material 
as well as in magazine copy. 


Preparation Urged 


Advertisements, which will also 
emphasize the importance of having 
Lysol on hand in advance of sick- 
ness, and of establishing a weekly 
routine of disinfecting the home, 
will be seen in the January and 
February issues of American Home, 
Better Homes & Gardens, Capper’s 
Farmer, Farm Journal, Good House- 
keeping, McCall’s, Parents’, Suc- 
cessful Farming and Woman’s 
Home Companion. A complete dis- 
play kit including a background 
poster for a window display is be- 


ing distributed to druggists. 

Last year the company’s initial 
effort in sick room promotion is re- 
ported to have resulted in a 400 per 
cent sales increase in some stores. 
Thirty-three thousand display kits 
and 1,200 dealer mats were dis- 
tributed. The Lysol account is 
handled by Lennen & Mitchell. 


New Post for Henoch 


Irwin H. Henoch has_ joined 
Gould & Lang, Chicago, printer, as 
vice-president. He was formerly 
with Lincoln Lithographing Com- 
pany. 

A. W. Lewin Expands 
A. W. Lewin Company is increas- 


ing the space it occupies in the Na- 
tional Newark building, Newark. 


’ 


“Don’t let your personal enthusiasm 
bias your advertising judgment, 
Jim! 
measured up to your definition,* 
NEWSWEEK would be growing like 
a prairie fire.” 


If NEWSWEEK’s market 


A “Sound” Investment 


for 1940: 


WFBR reaches more Mary- 


land ears, more often . . 


WFBR results pay extra 


dividends to advertisers 


ON THE NBC RED NETWORK 


and professional categories. And 
numbers more than 375,000 such families! 


“Don’t you think it isn’t! NEws- 
WEEK’s December advertising 
linage beat December 1938 by 117% 
and that’s NEWSWEEK’s seven- 
teenth straight monthly gain.” 


*THE HOOPER-HOLMES DEFINITION: NEWSWEEK families enjoy 
average annual income of $4,851 . . . 88.9% fall into executive, business 


NEWSWEEK’s growing audience now 
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Glamor Pays Its Way 
in Boom Season for 
Ice Skate Industry 


Sonja and Ann Draw 
Star Roles 
Campaigns 


Chicago, Dec. 8.—Hans Brinker, 
it is reported, once owned a pair of 
silver skates and thus was a marked 
lad among his fellows along the 
Zuider Zee. Today, so thoroughly 
has glamor entered the ice skating 
field, that a mere pair of silver 
skates would hardly be noticed 
among those featured along with 
Hollywood stars who can be glam- 
orous even when taking a spill. 

While glamor is the more evident 
factor contributing to the gain in 
sales enjoyed by this industry, an- 
other helpful development has been 
the growing number of rinks in all 


© aes 


in Current}! the 


sections of the country, broadening 
the market for the manufacturers 
who were previously forced to limit 
their efforts to colder territories. 

The immediate result has been to 
stimulate the use of national adver- 
tising. Leaders in the field who 
enjoyed a record season last year 
have substantially increased their 
appropriations for the current sea- 
son. 

The most recent official estimate 
industry’s total volume 
appeared in the 1937 Census of 
Manufactures. According to this 
study total dollar volume, at the 
factory, was $1,942,100 in 1937; 
$1,043,264 in 1935, and $850,774 in 
1931. Later figures are unavailable 
although all indications are that 
there have been substantial gains. 


Sonja Started It 


The big boom in ice skating 
began a couple of years ago when 
a blonde Norwegian girl, fresh from 
Olympic skating triumphs, had her 
picture taken on board the boat 
bearing her into New York. It 
gained momentum when this same 
Sonja Henie in a trim skating cos- 
tume floated gracefully across the 


2am 


Better than Dead-Eye Dick 
in the Haymow! 


It’s a man’s game this Outd 
Outdoors carries a punch thrill! 


oors! —and every single page in 
The kind of a thrill that you got 


as a boy reading Dead-Eye Dick in the haymow on a drizzly day. 


But there's a purchasing power 
ing power! 


The editors of Outdoors know the 


quicken their pulses into staccato. 


behind these thrills—man_ purchas- 


moods of men and how to 


Take Captain Charles Askins, Jr. 


tor example. He’s tops in guns and rifles and pistols, former all around 


pistol and revolver champion of the United States. 


was the winner of the 1939 Free 
high scorer and winner of first pl 
national Team Match. When he 
builds desire 


within the reader. 


advertising alongside inspiring re: 


is put together. 
Circulation? Up, UP, 


Setter and 


UP! 
better 
No matter what you make for 


Responses ? 


ader matter. 


Rates? DOWN, 


At Camp Perry he 
Pistol Championship and also was 
S. team in the Inter- 
writes he writes powerful stuff that 


ace on the U. 


It's no happenstance to have your 


That's how Outdoors 


down! 


Watch Us 


Down, 
and better! 


men you can 


sell it easier through Outdoors because there 


sn't a medium in the world that 


oncentrated attention by men of 


100,000 Net Paid Guaranteed 


$420 a Page 


BOSTON e NEW 


Mark W. Burlingame in Bost n 


Grow and 
Grow with 


Us! 


's better for 


action. 


TUOnRnn 8 CHIC 
Ravford 


AGO 
A. Mann in Chic 


had in New York 


GLAMOR SEASON GAINS MOMENTUM IN ICE SKATING WORLD 


ANN SHERIDAN 


WARNEF'S 


YEARS WITHOUT DAYS 


wearing ALFRED'S SKATES 
* 


Hollywood Acclaims 
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The Skate with 
more Ankle 
Support 
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movie screens of the nation in her | 
first picture. 

The moviegoers bought skates | 
and began to think seriously of this | 
business of figure eight-ing. An- | 
other picture, plus cross-country | 
tours by Sonja in person and the | 
rush was on. The skate purchasers 
ranged from scrub women to bank 
presidents and, 
bought figure skates or the more | 
conventional models, the industry | 
gained. | 

Quick to sign Sonja and to make 


whether they 


good testimonial use of her was 
Nestor Johnson Mfg. Company. 
She’s still bound to that company 


exclusively, although it is frankly 
admitted that her fame and appear- 
ance in Nestor Johnson copy has 
helped the entire industry. 

This year Sonja has a worthy 
companion in Ann Sheridan, the 
red-headed “oomph” girl who is 
also in the movies and who also 
likes to skate. Miss Sheridan will 
be featured in copy for the Alfred 
Johnson Skate Company although 


there will be no testimonial use 
made of her name or picture. 
The rival attractions of these 


glamor girls draws additional inter- 
est in the fact that the Johnsons 
whose respective companies bear 
their names are brothers. They 
have been business rivals, however, 
since 1917 and both are leaders in 
the industry. 

To deal with them in alphabeti- 
cal order, Alfred Johnson has just 
launched a considerably expanded 
campaign, featured by Miss Sheri- 
dan’s pictorial appearance in copy 
scheduled for the Ideal Women’s 
Group. This comprises Movie Life, 
Movies and Personal Romances. 

Other copy is scheduled for 
American Boy, Boy’s Life, the Dell 
Super Comic Group and the Detec- 
tive Comic Group. This schedule, 
however, will not feature Ann’s 
picture. 


Use Hollywood Angle | 


Ann is pictured in a trim skat- | 
ing costume with the headline, | 
“Hollywood acclaims Alfred’s, the | 
skate with more ankle support.” | 

It points out that “Hollywood | 
personalities are always ‘first with | 
the latest.’ There is little wonder | 
then that so many hundreds of | 
Hollywood skating enthusiasts are 
wearing Alfred’s.” It is empha-'! 
sized, however, by the company 
that there is no direct testimonial. | 

Hollywood, incidentally, is one of | 
the several new markets made 
available to the skate makers be- 
cause of the growing popularity | 
experienced by the rinks there. 
Miami, too, is a city where ice skat- 
ing may now be enjoyed. 

Although looking with pleasure 
upon the popularity of the rinks, 
Alfred Johnson is not financially 
tied up with any of them. It does 
make special skates for use in the 
rinks, these being somewhat more | 

' 


| involved 
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GIFT REMINDER 


T STORES EVERYWHERE LOOK FOR THE FULt NAME NESTOR JOHNSON fun WOM 
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VESTOR JOHNSON MFG. CO 


1900 N. SPRINGFIELD AVE, CHICAGO, Ili 
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Ann Sheridan is the latest Hollywood darling whose picture—without testimonial— 


helps glorify the fine art of sliding and bumping. 


Alfred Johnson Skate Company. 


She's appearing in copy for 


Meanwhile, the high priestess of the sport, 


Sonja Henie, continues as the standout star for Nestor Johnson Mfg. Company. 


‘durable than the average model be- 
cause of the extra wear and tear 
in day-long usage. 

Alfred Johnson executives also 
emphasized that this is the only 
skate manufacturer making the 
shoes as well. Copy features this 
point. Prices range from $3.95 for 
the conventional models up to $35 
and higher for figure skates. 

Nestor Johnson has also increased 
its campaign over last season’s 
effort. Company officials were re- 
luctant to comment upon the per- 
centage of sales increase expected 
for 1939, although they were happy 
to say that business is considerably 
ahead of last year. Factory facili- 
ties were substantially expanded 
last spring. 

Nestor Johnson used a full page 
in Life this week and will follow 
this with other copy in Fawcett 
Screen Unit, Parents’ and Schol- 
astic. A skating tournament pro- 
motion in high schools is tied in 
with the copy in Scholastic. 

Executives of this company spoke 
gratefully of the part played by 
Sonja in its success. In fact, they 
believed that Sonja, more than any 
other single factor, has been re- 
sponsible for the big boom in skat- 
ing. They also disclosed that Sonja’s 
name will appear in Nestor John- 
son copy for some time to come. 

Another company sharing in the 
favorable 
Skate Company. 


vertising 


manager, accented the 
views expressed by other industry 
spokesmen, and disclosed that Plan- 
ert would devote its attention to 
newspaper and radio copy this sea- 
son. Newspaper copy is _ placed 
directly by the company on a flexi- 
ble schedule. Radio is also being 
used. Typical of this phase of the 
program is the show heard in Chi- 
cago over Station WJJD. This isa 
“music guessing” game, with Plan- 
ert skates and passes to a local rink 
offered as prizes. It is heard 
weekly. 

An official of A. G. Spalding & 
Brothers said that this company 
expects a sales gain of 20 per cent 
for 1939. No special advertising on 
ice skates is contemplated, however 

Officials of Arco Tubular Skate 
Company, New York, said that this 
organization contemplated aggres- 
sive promotion for the season, 
although unsettled price conditions 
in steel are holding up definite 
plans. This company became the 
first national advertiser in its field 
last year when it sponsored a sports 
review over 22 stations in the “ice 
belt.” 

Forthcoming promotion will fea- 
ture testimonials from Hazel Frank- 
lin. Improved methods in building 
ice rinks and the increased amount 
of leisure time available to the 
average person indicate the bes 


sales picture is Planert|sales season in many years, com- 
E. H. Planert, ad- | pany officials said. 
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articles of local interest to 85% 


(twice as many as its nearest 


Southern buyers’ 
a sure 


south—and in the south— 


language and 
advertising tie-in with your prospects’ 


Speaks Southern Buyers 
Language WITH ACCENT 
ON READER INTERESTS 
Your Sales Message is read in 


SOUTHERN HARDWARE 


Southern Hardware provides fitting, new merchandising ideas and 
of 9000 of your Southern prospects 
national competitor). 


paying supplement for your greater sales efforts in the 
it's Southern Hardware. 


It speaks 
meets their viewpoints. Your 
trade magazine choice is 


a 


ATLAN TA, . GA. 


— a, Coverage of Specialized Ce 


Seg SPE a iat a Me cee hs a. Be a ‘ Pigoanere peer <a Ais, ae cs 4 oe ca age ; ete ct ee NOS ek ty dt ; a 
itis | eC ee | 
.. oe | 
i cyt ee. ms 
i PP ane Thee mos poprilar 
eS a : ra WS D, P 
ll | a | Pi 
ea vai | , s. ™~ f~ 2a a ? 
= Sa » ; 3 7 4 | 
—— | b \ = ‘ oo 
i - SI UN f prewiptiarimty ete my 2 mn an tt 
“J ial 2 _ F S . v . ~~ i hurers tard Jehesomes tamer ter alate - Racers pra me 
ey 3 . ’ ™“ WY Box ard. Fe wh atere ppetaart the ur pentect by ieee beck 
“4 - F y . table « =a jie ings ue part of every pair of Jotine eda 
4 el | 4 “SS Pi ee o» built ter offatlone chilling, Rammer: ohne of 
ae | J 4 ; F a « hardens. incuniigy a beng-laating Lew edge . 
a ug : og. | :. pain al simon sugqert toordh ond ankle, Shs ort 
eS ge " ry ’ “a, . Fn ~ wefallv bulsaced, brawl Me etreamionedt. Oot of theme ther 
i. oa ) | i ~o bal nabs ofdlage Fk tani ee nj 
4 ia = , abe} thon sce the Jobmeons of your chabne at stares evergehere Ha 
ee ‘ Hs ‘ a : nu 
ioe ko” WS {. ¥ > os - fachen “yi: folsom fer ofeted and : “a 
fa ; i ete ; “ pamana- tts" Fone ane wart eee ; 
” 4 es =e ; “ert —~ . - > 
Si ‘4 ? = 
0.4 Here's : ——_ Bg ze +s 5 
co ae i ees” sg : of 
+¢ , oF _, : Tg Reet |: 
ni —EE © Het iad fri” ee Pig =~ ‘ sir 
i ents nape . youve ; & ~y ' 3 Aic 
itl a es Econ sonia mene a i 
; oa . a . sd LE al “. 
a a . Es we 3 is 
el Re x eo Pe -—, g 
e . rate em rr | 2§ — € cat Fle to 
BK ; é 3 ‘ . ron soemsan eacets, noche, s0munen BaND-T08 j to 
a in nabs your ot 3 ‘ a , ‘ aa. ? Sosee Bird fen-4 tende, : a a 1g 
| : - : coe. ————_ — a ag | ; * 
¥ ——<— — = =a : ~ i eo ¥ snates bs ae 5 coe = A SAUME WOCRETS 5 
7 a a ee ee a ~ be comtta Poe : + Fs runtamghteter » oy 
a — i ‘ :* é) d ’ a 
5 aicigettl ‘ i . ter 
eas ‘ 4 he Pe ee 
a : reepet 7 Fe sms es — | eed ve ere 
-- . a Se —. . pen ety . = , al 
“Fy , = as | = : es i 
a f : ccc ca <n oe 
a 1 sia = ) me Fett | 
: - > os i ws fo fs a‘ 
She -" p> * Shee fhe Mad te thse n 
+ ,. 7 | sieaeet . 
Pe | 
abe. a | a C 
: or * °F ; " K 
a F Ps » S| pS _______ 
ee. : 1. ba ls, Y | ste ch 
anc: "ig 4 | : a Di 
Ee Wa ice, Meee iz. § ms . ne 
é * x STA my  & ahr m: 
Rr tee A ra ’ 7 4c) le Z| Ye til 
or . val Ae ‘ ¢ ; P| i t 7 Wi 
Tee. 8 . yj x € se 
Te 5) eee ae ae a \ f <i. Ki | ga 
Ba 7 , y -_ , “l : he f ‘; se 
tee res ; Nn ue f be . wt : % ef al | ry 
on % % é - L =. rR 4 ig S ; | Sa 
ee i Fy : 4 y . if cer t ‘ne 4 c, 
‘saad Ja ‘te i -. / . WS So me & > rp, re 
. 4 ¥ 4 - 4 < — a 2 , 
ae ; bee ; \ y} Pas j = é Te ; 
"ghee & ) an 6 . ae ( ed — Ww 
Bi a ‘* ayeeeee Dg eran a: 5 ine ye ae 
7 : Rs a a » —_" ob wk a Pe ig om th 
oe i ae ar . he oe iy - ™ “3 3 — ~s : — : tis 
or * 4 * 4 we ae =. oe 
e , \s ee ew AC v 
a | ur 
ae 
aa 3 in 
; ag 
aa C) 
oy aa! 
iam t | an 
—— } 
ae: Dé 
a ag 
& re 
a es: sh 
ee | cr 
aie: <- } ey 
~*~ 7.4 
* i . k 
Fog ai 
ad | 
pare | W 
aa nn as Sy 
a —__—_—_— eee or R 
ed 
TJ | 
> — 
ie ar ee 
: ma 
«wa eS es | 
“—— SS | ee 
f Se | 
. ‘ ‘ te () , | F . P . | | —— : 
a ie : : 
’ , sail U 6) @) I oo 
‘ * : | + 
| j ’ } 
J 5 ~ fr e e 
Po 
ee om 
iat Nelson J. Pca [i =: 
ae 


939 


. 7 > 


the 
ustry 
Plan- 
n to 
; sea- 
laced 
flexi- 
being 
f the 
Chi- 
s isa 
Plan- 
| rink 
heard 


ing & 
ipany 
* cent 
ng on 
vever 
Skate 
it this 
ggres- 
eason, 
litions 
efinite 
ie the 
s field 
sports 
e “ice 


1 fea- 
‘rank- 
1ilding 
mount 
o the 
» best 
com- 


'with Meldrum & Fewsmith, Cleve- 


December 11, 1939 


ADVERTISING AGE 


ea 


Pennsylvania Tax 
Held Blow at Low 
Priced Cigarettes 


Harrisburg, Pa., Dec. 6.—Con- 
nding that Pennsylvania’s cigar- 
ette tax discriminates against low- 
orice products by basing the assess- 
ment on the number of units in 
each package, Stephano Brothers, 
of Philadelphia, have begun equity 
sroceedings in the Dauphin County 
ourt challenging constitutionality 
of the act. The suit also seeks an 
njunction to prevent William J. 
Hamilton, Jr., Secretary of Reve- 
nue, from enforcing provisions of 
the law as far as Marvel cigarettes 
re concerned. 

The bill of equity charges that 
the price differential on which much 
of the manufacturer’s market 
strategy was based, has been so 
jistorted by the tax that Marvel 
igarettes are laboring at a marked 
jisadvantage against the competi- 
tion of higher price brands. Prior 
to passage of the law several years 
ago, the plaintiff relates, Marvel 
igarettes sold at ten cents a pack- 
ge, Under the Pennsylvania law, 
asing the tax on one cent for every 
ten cigarettes, Marvels have been 
retailed at 12 cents. This is an in- 
crease of 20 per cent, as compared 
with slightly more than 14 per cent 
for the four most popular brands. 

Federal cigarette tax provisions 
nd tax rates are recited in detail 
nan effort to prove that the Penn- 
sylvania act is discriminatory. 


Carstairs Appoints 
Kelly Sales Chief 


Philip J. Kelly, formerly mer- 
chandising manager of Schenley 
Distillers Corporation, New York, 
has been appointed general sales 
manager of Carstairs Bros. Dis- 
tiling Company, New York. He 
was previously associated with Col- 
gate-Palmolive-Peet Company, Jer- 
sey City, as sales promotion man- 
ager, with B. F. Goodrich Company, 
Akron, as advertising and assistant 
sales manager and with Harry Latz 
Service, Inc., New York, as execu- 
tive vice-president. 

Mr. Kelly also spent one year 


land. He has served several terms 
as vice-president and director of 
the Association of National Adver- 
tisers, 


Vitalis Suit Off 

Beth Brown, author, has discon- 
tinued injunction proceedings filed 
in the New York Supreme Court 
against Bristol-Myers Company, 
Crosley Corporation, Pedlar & Ryan 


Higher Budgets for 
Bedding Producers 


Higher advertising appropria- 
tions are expected to be announced 
at the annual convention of the Na- 
tional Association of Bedding 
Manufacturers in Chicago this 
week. , 

Among participating groups are 
Spring-Air, Serta Associates, Seely, 
Triple Cushion, Palmer and Sun- 
anair. 


“Tribune” to Build 


The Tribune Publishing Com- 
pany, publisher of the Tribune, 
Austin, Tex., has bought a site for 
a new plant and will erect a new 
structure in the near future, Jack 
Padgett, vice-president and general 
manager, has announced. 


‘Copy Extended on 


National Basis 
for B. C. Remedy 


Durham, N. C., Dec. 6.—B. C. 
Remedy Company, whose market- 
ing stronghold for the past 30 years 
has been the South, has extended 
its distribution on a national basis 
and added Life and True Story to 
its schedule for the next few 
months. 

The new promotion program in 
behalf of the headache remedy was 
brought to the attention of drug- 
gists throughout the country by 
means of free gift packages. The 
retailers were told they might either 


keep the powders for their own use 
or sell them for the total retail 
price of 55 cents. 

B. C. copy is also scheduled for 
more than 200 newspapers and 130 
radio stations, mostly in the South. 
The radio phase of the campaign 
ranges from spot announcements to 
sponsorship of news and_ sports 
broadcasts. The account is handled 
in the South by Harvey-Massengale 
Company, Durham, and by Chas. 
W. Hoyt Company for the New 
York Metropolitan area. 


Named by “Family Circle” 

Capen Eames and John H. Curtis, 
managers of the San Francisco and 
Chicago offices, respectively, have 


|been appointed vice-presidents of 
|Family Circle, New York. 


and National Broadcasting Com- 
pany. 


restrain the Vitalis “For Men Only” 
show and claiming that she had 
created the title in a novel and had 
exclusive rights to it. 


Joins Easy Washing 
Richard E. Weiss has joined Easy 
Washing Machine Corporation, 


Syracuse, as assistant advertising 
Manager. He was advertising man- 
‘ger of Samson-United Corporation, 
Rochester, for three years. 


Miss Brown had filed suit | 


against these defendants, seeking to | 


NEW ORLEANS 


30,000 
WATTS 


greatest selling POWER 


the South’s greatest city. 


lhe 


A COLUMBIA 
AFFILIATE 


\ational Representative: 
The Katz Agency, Inc. 


through with care. 


readers—the readerg by choice . 


PAY-STREAK 


Pay-streak, in gold-mining, gravel in which 
the gold is concentrated. 
| Pay-streak, in advertising, circulation made 


up completely of voluntary readers. 


In the circulation of every newspaper, there 


is a pay-streak of pure gold. It is the interested 


people who 


| buy their newspaper with confidence and read it 


Manufacturers prospecting for advertising 
results find their richest returns in such natural, 


unforced circulation—circulation built without 


subscriber contests or premiums or prizes to 


subscribers. 


Pike to Brown & Bigelow 
Eugene H. Pike has joined the 
New York sales staff of Brown & 
Bigelow. He was formerly a mem- 
ber of the advertising sales staffs 
of New York Theatre Program Cor- 
poration, New York Herald Tri- 
bune, General Outdoor Advertising 
Company, New York, and Collier 
Service Corporation, New York. 


Locke Joins WOR 

Horatio Locke, formerly sales 
manager of Pine Balm Company, 
Monticello, Ill., has joined the sales 
promotion department of Station 
WOR, Newark, assuming the duties 
previously handled by Halsey Bar- 
rett, who has joined Station WNEW, 
New York, as sales promotion man- 
ager. 


In Philadelphia there is one newspaper— 


The Evening Bulletin—where the circulation is 


all pay-streak . 


. where a vast circulation that 


is completely voluntary covers thoroughly and 


effectively America’s greatest city market of 


individual homes”*. 


Let your advertising agency show you how 


The Evening Bulletin 


with 95.3% of its 


large circulation concentrated in the Philadel- 


phia retail trading area 


. will give you 


thorough and effective coverage of this profitable 


territory at one of the /owest costs per reader in 


America! 


*Nine out of ten dwellings in Philadelphia are single-family homes. 
New York City and Buffalo combined; more than in Chicago and St 


More than in 
Louts 


together; more than in Cleveland and Detroit; more than in any one of twenty-two 


states. (U. 8. Census, 1930). 


Evening Uulldlin 


Copyright 1939, Bulletin Company, Philadelphia 
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Sparkletts to R&R 


Ruthrauff & Ryan, Los Angeles, 
has been appointed agency for | Calif., 


Cal-Ray to General 


Cal-Ray Bakeries, 


tion, Los Angeles. its account. 


Glendale, 


To Beaumont & Hohman 


Monolith Portland Cement Com- 
has named General Adver- pany, Los Angeles, has appointed 
Sparkletts Drinking Water Corpora- tising Agency, Los Angeles, to direct neg gre & Hohman, Los Angeles, 
as its agency. 


Literary Critics Acclaim 


oe 


ILLIONS of Americans spend bor- 
rowed lives instead of their own... 
Some of them make good movie custom- 
ers...Others haunt lending libraries... 
Still others, afflicted with “radio-itis,” live 
beside their sets and experience (by remote 
control) the thrills of war. 
ae 


These people don’t make very good cus- 
tomers for the neighborhood grocer— 
because, often, they are childless or living 
alone. (Over 25,000,000 such individuals 
exist in America today.) 


or filmed. 


test Love Story: 


_but Mrs. Bickford 
is Living One 


two small children. She knows, as a full- 
time partner in a day-to-day drama—*The 
Bickford Family’’—that she is LIVING 
her love story and that it’s more absorb- 
ing, more thrilling and more important 
than any imaginary life ever written 


In this busy life, her real ally is The 
American Home—the one magazine that 
gives her usable, needed ideas on today’s 
suburban and city life. 

. And Sally and Jim Bickford—and home- 
makers in 1,600,000 families like theirs, find 


Life, as Sally Bickford knows it, is family more ideas for living every month in The 


life. It consists of living with and for three 
hungry, busy, happy mouths beside her 
own. There’s Jimmy, her husband, and 


American Home 


than they can find in any 


other major magazine published today! 


Seems like a good place to show your wares... 


California fruit Growers 

Exchange, Los Angeles, 

where over 71 thousand car- ii | ii i thy ‘iq iy 

loads of oranges and grape- T |) eer le i 
fruit were sold and shipped Na) | ‘ . a dled Fi | 
during the fiscal year 1958 a 

making it America’s greatest ' ‘ede! 
market-place for CITRUS 


FRUITS 


THE PRIMARY HOMEMAKER MARKET IS ONLY 7% 
an OF AMERICA’S POPULATION 


(8,600,000 FULL-TIME HOMEMAKERS IN URBAN WHITE 
FAMILIES WITH INCOMES OVER $20 A WEEK) 


The American Home 


THE AMERICAN HOME HAS THE HIGHEST % OF HOMEMAKER READERS 
PER FAMILY —95.4%,— OF ALL MAJOR MAGAZINES (Starch Report) 


where over 2,000 
columns of home- 
making editorial ma- 
terial (more than any 
other major maga- 
zine) were published 

in the past year 

making it Amer- 
\ ica’s greatest 


Market-Place for 


1600000 Families live by 


~Averican Home 


\ ING. The Marketplace for DEAS ON LIVING 


Getting Personal 


To complicate the detailed job involved in launching the Trans- 
continental Broadcasting System and the operation of Texas State 
Network, Elliott Roosevelt was injured last week in an auto accident 
at Fort Worth. Both he and his wife were released from the hospital 
after treatment for cuts and bruises... 


Samuel E. Gold, a.m., Lignum-Vitae Products Corp. and Inter- 
national Balsa Corp., is spending his spare time as publicity director 
for a membership drive by the Jewish Community Center of Jersey 
oe 

Henry T. Ewald, president, Campbell-Ewald Co., makes a hobby 
of collecting old newspapers and magazines. A copy of The Saturday 
Evening Post published in 1843, which he loaned to the Ad Club of 
N. Y., is attracting considerable attention in the club library... 

Maurice M. Goldberger, a.m., Bulova Watch Co., spoke before the 
Triad League, an undergraduate group at NYU. . . Fanshawe Lindsley, 
publisher and a.m., Golf, played host to 250 advertising men and 
women, golf writers and golfers at a gala cocktail party. . 

R. H. Fleischmann, pub- 
lisher of The New Yorker, is a 
honeymooner. He was married 
in Carson City, Nev., two days 
after his new wife obtained a 
Reno divorce. . . L. B. Dunham, 
Jr., another of Benton & Bowles’ 
bright young men, has won the 
hand of a New York Junior 
Leaguer. . . 

Roland T. Wentzel, manager 
of the Johannesburg office of J. 
Walter Thompson Co., has sailed 
for home after a two-month visit 
to the head office. . . William S. 
Paley, president, Columbia 
Broadcasting System, stopped off 
in Atlanta while enroute to Flor- 
ida to witness the premiere of 
“Gone With the Wind.” . 

Don Parsons, prom. mgr., 
McCall’s, was one of the charter 
members of The New Western 
Front, a group which is opposing 
American participation in the 
European war.' He has signed 
up several of his associates on 
the magazine, as well as other 
friends in the publishing field. . . 

Station mgr. William Fay, of WHAM, Rochester, N. Y., was 
tendered a surprise party by his staff on the 10th anniversary of his 
regime. He was presented with a parchment scroll. . . Lillian Eichler 
Watson, of Ruthrauff & Ryan’s copy staff, is the author of “Wee 
Moderns,” an etiquette book for kiddies. . . 


Francis N. McGehee, gen’] s.m., Outdoor Advertising, Inc., was 
feted at a dinner in Newark given by United Advertising Corp. 
Leonard Dreyfus, president of United, was toastmaster. Speakers 
included Kerwin H. Fulton, prexy of OAI; Frank T. Hopkins, presi- 
dent of National Outdoor Advertising Bureau; and Dr. Miller McClin- 
tock, of Traffic Audit Bureau... 


Keith Kiggins, director of the NBC Blue network, is chairman 
of the radio committee for the American Legion, N. Y. Department. . 
Two former agency men, Will Adams, Fonda-Haupt Co., and John 
Drake, Campbell-Ewald Co., have invented the “talking book,” which 
is said to combine radio and movie features with a book. Their first 
book is “Mother Goose Parade,” issued by Garden City Publishing 
Co. The idea also has sales promotion and premium uses to be tried 
later. . 

George Dunscomb, former copywriter, and Sidney A. Wells, 
present art director for McCann-Erickson, Inc., Chicago, collaborated 
with George Halas, owner of the Chicago Bears, in that fascinating 
football yarn, “Hold What Line?” in The Saturday Evening Post. Mr. 
Dunscomb recently resigned from the agency to continue a family 
tradition as publisher of the Daily Gazette, Berkeley, Cal... 

Art Collins took advantage of the interim between jobs with 
Country Home and Collier’s to have a pair of balky tonsils removed. 

Northeastern University, Providence, R. I., has acquired a new 
faculty member in the person of George R. Ashbey, a.m., Nicholson 
File Company... 

Gene Flack, trade relations counsel of Loose-Wiles Biscuit Co., 
whose well of gags and jokes never seems to run dry, will be master 
of ceremonies at the annual Christmas party staged by the Sales 


Executives Club, which should make the event worth going miles 
SO 00k. «3 


Bertram May, president of May Advertising, Philadelphia, has 
added another candle to his birthday cake. . . Webb Stanley, one of 
the publishers of the Greenville Advocate, has been named south 
Alabama supervisor of census. 

The Advertising Golf Association of Northern California will be 
guided in 1940 by Joseph M. Dooher, Macfadden Publications, presi- 
dent; Norman Strouse, J. Walter Thompson Company, vice-president, 
Don H. McClinton, American Engraving & Color Plate Company, 
secretary, and E. R. Dungan, General Fireproofing Company, treas- 
wrer. ... 

If a complaint about writer’s cramp emanates from the vicinity 
of Station CJCA, Alberta, Canada, the sufferer will be Alta Magoon, 
the member of the station’s staff who was aboard the ill-fated Athenia 
when the fireworks started. Miss Magoon is still autographing copies 
of the radio talk she delivered about her experiences. 

Benjamin Eshleman, Philadelphia agency president, recently dem- 
onstrated his organization ability outside the agency. His chauffeur 
was overcome by exhaust fumes and Mr. Eshleman rushed him t 
Bryn Mawr Hospital after first having phoned the hospital to have 
the respirator ready. The chauffeur was revived within 20 min- 
utes. .. 

Frank Lederle, Western mgr. of Haire Publications, discovered 
this week that he had been elected president of the Fourteenth Floor 
Mart Club in Chicago, an energetic group of housewares represen- 
tatives in the world’s biggest building. ; 

Camera fans in Manhattan have banded together to form a new 
group to delve into the intricacies of lenses and exposures. Co-ordi- 
tor of the activity for the present is Albert Greenfield, a.m., » Rayer 
Corporation. The establishment of a cooperative studio and dar 
room is the first project in view... 


LESS BONERS HERE 


Armed with a portable radio set and 

binoculars, Harold R Deal, Tide Water 

Associated Oil advertising manager, 

double-checks sportscasters who work at 

Pacific Coast games sponsored by the 
company. 
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Cement Pioneer 


Stresses Promotion 
on 50th Birthday 


Universal Atlas Seeks 
New Applications for 
Standardized Product 


New York, Dec. 5.—Despite the 
difficult task of establishing product 
superiority because of uniform 
standards prevailing in its field, 
Universal Atlas Cement Company, 
now celebrating its 50th annivers- 
ary, credits its present leadership in 
the industry largely to an aggres- 
sive promotion policy, company ex- 
ecutives told ADVERTISING AGE to- 
day. 

With its appeal limited largely to 
architects, engineers, contractors 
and other technical people, Uni- 
versal Atlas, nevertheless, has 
omitted no trick in keeping its 
name before prospective buyers and 
boasts a larger advertising ap- 
propriation than any of its competi- 
tors. Public acceptance for cement 
is achieved through the sizable co- 
operative campaign of the Portland 
Cement Association, in which Atlas 
participates. 


Seeks New Uses 


The keystone of the company’s 
exploitation has been the promotion 
of new uses of cement. Research, 
to which Universal Atlas has dedi- 
cated much effort, is applied here 
as well as to technical develop- 
ments. The original Universal Com- 
pany, before it purchased the as- 
sets of Atlas nine years ago, pio- 
neered vigorously in favor of con- 
crete roads, which now constitute 
the greatest single outlet for cement. 

As far back as 1910, when few 
automobiles were on the highways, 
through pamphlets, books, house 
organs and advertising in technical 
periodicals, the company sought to 
promulgate the long-term economy 
of hard roads as opposed to the dirt 
or tar variety, though the dispar- 
ity in initial cost between the two 
s considerable. 

The company’s efforts in the field 
of building construction have been 
curtailed during the past few years 
because of the depressed state of 
that industry. However, with half 
a dozen major products in its line, 
such as Lumnite, Portland cement, 
White Portland and oil well cement, 


its advertising personnel is kept 
active 


Stress Package Design 


Much attention is given by Uni- 
versal Atlas to the design of its 
package, 
on the job to win repeat orders. 
Bold, contrasting designs, with 
strong name treatment, permitting 


identification of the product from 
great distances, are employed 
throughout. Strategic placement of 


name on all sides of the bag 
permits retention of advertising 
ue even when part of the con- 
has been consumed. 

present the organization is 
Pushing pre-fabricated concrete 
: These are made of white 
Portland cement and crushed 
nite or other stone, and are used 


At 


7 


ae 


PAYROLL? 
TAKE WORCESTER! 


Worcester, the center of 
a market twice as big as 
Rhode Island, has a pay- 
roll index of 99.0%, 
based on 1928 figures 
taken as 100%. 


WTAG 


- WORCESTER, MASS. 


_ NBC BASIC RED NETWORK | 
YANKEE NETWORK 
EDWARD PETRY GCO., Inc. 


National Representative 


since it looks to the bag | 


to achieve striking architectural 
effects. Universal Atlas does not 
make the slabs, but promotes them 
for the cement ingredient involved. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Glad Rag Names Reiss 


Glad Rag Company, New York, 
has appointed Reiss Advertising, 
New York, to handle promotion of 
its polishing cloth and related prod- 
ucts. Consumer publications, busi- 
ness papers, direct mail and dis- 
plays will be used. 


Sill to Brisacher 


Joseph Sill, formerly copy chief 
of Botsford, Constantine & Gardner, 
San Francisco, has joined Emil 
Brisacher & Staff, Los —— 


Sept30-'28 over 35 


- 
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Rollinson to East 


Dudley Rollinson has been trans- 
ferred from the Chicago to the New 
York sales staff of National Broad- 
casting Company. Before joining 
NBC four years ago he was with 
Blackett - Sample - Hummert, Inc., 
and Hearst Newspapers. 


KYW Promotes Thompson 


Griffith B. Thompson has been 
appointed assistant general man- 
ager of Station KYW, Philadelphia, 
in addition to his present duties as 
sales manager. 


Fawcett Expands 


Fawcett Publications, Inc., has 
moved its California office from 
Hollywood to larger quarters at 
8555 Sunset boulevard, Los Angeles. 


New Ownership 


for Dallas Paper 


The Dispatch-Journal, Dallas, 
Tex., has been bought by West 
Publishers, Inc., chief stockholder 
of which is J. M. West, Houston oil 
man. The name of the paper will 
be changed to the Dallas Journal. 

Clarence Linz will continue as 
president and W. E. Mitchell as 
general manager of the evening 
daily. 


Appoints Westheimer 


Garden Products Company, St. 
Louis, has placed its advertising 
account with Westheimer & Co., St. 
Louis. The company manufactures 
a line of vitamin tablets used in 
plant cultivation. Magazines will 
be used. 


Swann to Move 


William B. Swann will join 
Presba, Fellers & Presba, Chicago, 
Jan. 1. He spent 18 years with the 
Charles H. Touzalin Agency, and 
since 1934 has been with Perrin- 
Paus Company, Chicago. 


Parker to Rickerd 


Ed C. Parker has joined Rickerd, 
Inc., Detroit agency, as vice-presi- 
dent and account executive. He 
was formerly secretary of the Mul- 
ford Company, printer. 


Issues New Card 


The Honolulu Star-Bulletin has 
issued a new rate card, effective 
May 1, 1940. A slight rate increase 
is announced, the new rate being 
12 cents per line. 


OREGONIAN CIRCULATION is Power Circula- 


tion. It delivers the power that comes only 
from steady, consistent growth obtained with- 
out the use of solicitors, premiums or con- 
solidations. It rests purely on Reader Interest. 


People buy The Oregonian because they like 


it, want it. 


Oregonian circulation not only gives the 
advertiser complete, balanced coverage of the 
market—all of Oregon and southwestern 


Washington—but it gives responsive readers. 


It gives him results! 


Proof? Our national representatives have a 
whole trunk full of convincing testimonial 
letters and success stories they'll gladly show 
you, but just to pull out a few, consider these: 


A tire distributor sold $6,000 worth of tires 
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costing $224. 


solid week. 


See oe 


a @ 


from a 4 col. x 16” Oregonian advertisement 


One of Portland’s largest theaters, an ex- 
clusive Oregonian advertiser, used a page ad- 
vertisement in The Oregonian, with three 
small follow-ups to pack the theater for a 


A seed distributor reports that his regular, 
small-space advertisements in The Sunday 
Oregonian bring 25% more orders than simi- 


lar advertisements in a list of other media. 


Oregonian circulation is Power Circulation. 


Oregonian! 


ee 


|  PORTLA ND, OREGON 


Harness that power to your own sales effort 
in this rich market this year. Printers’ Ink re- 
ports that Portlanders have an average buying 
power of $533 per capita—$218 above the 


national average. Get your share with The 


National Representatives: 


PAUL BLOCK & ASSOCIATES 


New York + Chicago + Boston + Detroit + Philadelphia 
Cincinnati + San Francisco + Los Angeles + Seattle 
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ADVERTISING AGE 


December 11, 1939 


got. 


I'm feelin’ 
Level, when | pick up a dapper 
little guy. 


asks, "Girl trouble?" 
says, "| can't give you money... 
but here's the best tip you ever 
Get her a box of DUTCH 
MILL CANDY. Women appre- 
ciate quality." Boy, was he smart! 


Duitel, Mill 


NO BETTER CANDY MADE 


Troubles 


lower'n the 


Lower 


Seein' my face, he 


I nod. He 


A mid-West candy chain launches a series of advertisements based on 60-word 
human interest tales. 


60-Word Dramas 
Justify Premium 
for Candy Chain 


Chicago, Dec. 7.—The_ shortest 
short stories on record, telling in 
60 words how a desperate situa- 
tion was saved by a box of the right 


candy, are giving extraordinary 
potency to a series of 92-line news- 
paper advertisements for Dutch 


Mill, candy manufacturer operating 
retail units in Chicago and suburbs 
and selling at a price considerably 
above the average. 

The reaction of married males to 
this typical copy was reported as 
terrific: 

“She’s looking tougher’n Galento 
when I get in at 3 a. m., an’ is all 
ready to open up on me when I 
pull out the insurance that never 
fails. ‘A gift worthy of you,’ I say 
—and you should see her grin at 
the box of Dutch Mill Candy!” 

Barney Stein, president of Dutch 
Mill, attributes the success of the 


campaign to its entertainment value 
and human interest elements, which 
he believes substitute subtlety for 
bluntness in selling candy. Future 
advertisements in the Chicago 
Tribune will relate chapters from 
the lives of cab drivers, college 
boys, professional men, stenograph- 
ers, and others. Robert Kahn & 
Associates is the agency. 


Calvert to Erwin, Wasey 
Calvert Distillers Corporation, 
New York, has appointed Erwin, 
Wasey & Co., New York, to direct 
its account, effective March 1, 1940. 


Aaron Rothenberg Named 


Aaron Rothenberg of Western 
Representatives, Los Angeles, has 
been named to represent Men’s 
Apparel Reporter in 11 Pacific 
states. 


To Jatfe & Jaffe 

The Sir Francis Drake hotel, San 
Francisco, has named Jaffe & Jaffe, 
Los Angeles, as its advertising 


agency. 


1939 DECEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


——1939——,  -———1938——_ | 1939 \ onm—1938——_, 
| Pages Lines Pages Lines Pages Lines Pages Lines 
| STANDARD Woman's Home Companion 48.2 32,787 56.3 38,252 
| American Mercury 16. 3.23 13.4 2 618 Woman’s World ...... ‘es ae 6,767 7.9 5,395 
| Atlantic Monthly 46.6 11,093 54.7 13,013 | a as = > Sn 
Current History 15.5 3,481 12.1 2,718 Total Group ...... 401,723 404,89¢ 
Pe: sees avan vas 8.7 3,748 9.7 4,142 WOMEN’S GROUPS 
Harper's Magazin« 58.0 13,801 61.2 14,570 | Fawcett Women’s Group— 
———— —_ -—— PROM WOOE wasisccane icc ce 12,912 20.6 8.63: 
Total Group 35,357 37,061 Motion Picture ...... 30.5 12,797 19.4 8,15 
GENERAL Movie Story ....... 30.3 12,723 22.6 9,48 
*Ace Fiction Group 10.9 ® 450 15.2 3,415 Romantic Magazine 24.5 10,269 19.4 8,16 
|American ......... 40.6 17,417 42.6 18,293 Screen Book ......... 29.9 12,569 19.4 8,142 
American Boy ..... 14.7 10,025 15.5 10,531 True Confessions ....... 29.0 12,192 21.1 8,8 
|*American Forests ..... 5.8 2,436 8.3 3,500 | Macfadden Women’s Group— 
American Home (Nationai) 35.1 22,157 33.8 21.381 True Love & Romance... 27.9 11,990 23.2 9,972 
American Legion . 7.5 3,218 9.6 4,132 Movie Mirror ..... 29.7 12,728 25.8 11,052 
Arts & Decoration 7.6 4.822 7.6 4,818 Radio Mirror ..... 26.3 11,274 21.5 9,244 
ME cota ieee cd Sa coer 3.1 1,329 2 1,814| True Experience 28.9 12,418 23.6 10,137 
Better Homes & Garden: 29.1 18,398 19.2 12,147 True Romances . 30.0 12,871 24.1 10,343 
*Big Seven Group .. 6.8 1,512 8.3 1,848 | Modern Group— 
Boye’ Téfe. ..6i:.. , 7 5,420 24.7 16,787| Modern Romances 29.4 12,611 22.3 9,586 
ct i? —— ae . 10.0 4,276 12.3 5,271 Modern Screen 29.8 12,769 24.0 10,313 
Christian Herald .. . 18.9 8,088 19.5 8,374] Screenland Unit— 
| Cosmopolitan 45.5 19,508 47.5 20,382 Screenland 19.4 8,312 22.2 9,537 
| Country Life . 45.6 30,611 43.0 28,920 Silver Screen 19.3 8,277 22.2 9,537 
| Elks ee ache . 46 1,969 5.7 2,432 ~ = —— 
| Esquire (National). .129.1 86,738 133.1 89,466 Total Group 176,707 141,155 
| — ela Edit.) =. 32,088 3 aS aoe OUTDOOR 
Seen - (3.2 5,627 10.1 _6,925| american Rifleman ....... 22.1 9,494 22.9 836 
PWEPERO se 00sss. $3.9 58,009 85.6 54,115] meld & Stream............ 3823 13868 87.1 11,641 
— et emea ans sss tiseen sss Ty gt} ¢ reid Fur-Fish-Game ea 17.5 7,487 18.2 7,794 
a e ' — ner . , 511 39°319 441 27881 Hunting & Fishing .. 11.9 5,091 11.2 4,800 
ouse & Garden 4 - 2) S81) National Sportsman 13.4 5,751 12.0 1,149 
House Beautiful . $6.35 22,945 44.4 28,041 Outdoor Life ...... 28.0 12,002 21.1 9.044 
BMOLPUCTOE on sc r's0n 12.9 8,796 12.4 8,489 Outdoors ........-...ss0-. 7.0 92,992 ii 
ee Se ee) Osen RB og'aqq | Outdoorsman 14.2 6,074 20.0 8,594 
a SCO jjesevreseseee ~ eV Oe “9 . " r cr ied ~ 
*Motor Boating 57.0 24,624 58.8 25,380] SPOrts Afield SS ie Ss 68 
National Geographic 1.7 5,173 30.5 7,265 on - ae 
Nation’s Business ... 33.5 14,385 41.3 17,711 SORE GEOED «06s eo es es or,t88 3,580 
*Nature Magazine .. a 2,206 5.0 2,150 MAIL ORDER 
Open Road for Boys. ; 17.6 7,568 14.6 a ae 4.4 3,024 5.1 3,435 
Physical Culture ... 15.3 6,548 18.7 8,037 | Good Stories ....... : 2.3 1,533 3.9 2,674 
Popular Mechanics ....... 92.1 20,624 87.1 19,517| Mother’s Home Life..... 2.9 2,059 5.7 3,987 
*Popular Publications Group 12.3 2,764 14.8 3,310 os _ — 
Popular Science ; 80.1 17,950 80.8 18,103 eo eee ee 6,616 10,096 
a ae ee 39.4 16,886 35.4 15,204 " . — . . 7 
Scientific American 17.1 7,343 19.6 8,414) NOVEMBER WEEKLIES AND SEMI-MONTHLIES 
NOE cya takep nes . 6.4 2,738 8.2 3,497 | (Four issues for all Weeklies). 
BPur .cccseceseeses eee 19.1 12,824 29.8 20,035|*The American Weekly 30.3 57,723 22.9 43,378 
*Street & Smith Combination 14.5 3,192 13.3 2,968 | Business Week : .104.9 44,982 93.8 40,245 
err ere —s Ba 9,450 18.7 8,024] Collier's 151.2 102,788 158.0 107.472 
*Thrilling Group . 17.8 3,990 20.5 SSP EOMO ccccrcae 50.7 21,742 51.1 18,844 
Town & Country 70.2 47,166 76.1 51,157| Family Circle 63.5 27,227 42.4 18,199 
TE gadtexe ss 6.5 4,096 13.8 8,707| Forbes ..... 21.8 9,346 34.2 14,672 
True Detective 10.9 4,666 9.3 3,970) Grit 4°,4 18,294 44.9 16,956 
*Yachting 50.1 31,679 52.6 33,259 | Liberty . 78.0 33,482 59.7 25,609 
. mener-toas a | Te .187.1 127,248 96.9 61,646 
Total Group .......... vr 675,448 ht 677,056 | Look ....... 24.2 16,483 18.0 12,208 
WOMEN’S MAGAZINES OMOWOOM in ics vaeitesxans 78.9 33,867 47.8 20,506 
Good Housekeeping ....... 79.6 34.169 83.4 35.779 | *New York Times Magazine 35.5 §35,513 26. 27,732 
Harper's Bazaar (1st Iss.). 84.5 56,779 96.4 64.762 | The New Yorker .......... 210.6 90,347 247.2 106,065 
Holland's Note tere aaa Lie 9.7 7,339 15.0 11,874] Pie ......0.. se soscce 86 12,457 ose eT 
Home Arts Needlecraft..... 3.8 2,612 4.1 STEO) TURGIO GUNES 242s ccicrcces 14.7 10,005 13.6 9,222 
SS! SRP rere ee . 15.4 10,475 13.6 Re eee ee ee 7.0 3,009 a3 3,469 
Junior League ....... 14.0 8,870 18.1 11,428| The Saturday Evening Post.223.8 152,217 237.7 161,61 
Ladies’ Home Journal . . 57.8 39,314 55.1 Se eens cee GP. iac er ddebacaccan 21.4 22,064 25.5 26,23 
Mademoiselle 75.4 32,352 34.4 14.976 1 TARO cscces 207.6 89,054 215.3 92,344 
BOGOR occ cscces . 48.0 32,617 42.6 28,974| U. S. News 12.4 25,910 21.9 45.747 
Parents’ (National) . 47.4 20,336 47.3 20,300 — miss oni eutdlineialaalll 
Parents’ (Spec. Edit.) 2.9 1,239 5.3 2,295 Total Group 921,301 852,172 
Photoplay ... 17.0 11,582 20.6 13,993 | ————— 
*Picture Play 13.0 5,577 8.7 3,718 *Figures provided by publisher. 
True Story 43.6 18,695 37.8 16,228 {Not included in total. 
WONG cc ities .126.9 80,213 139.5 88,147 §Page size reduced from 1,040 to 1,000 lines Oct. 1. 


You can. 
lies. How? 


objectives ‘* 
throughout the na- 


Write forYour Copy 


Are you getting the most out of your rural advertising? 


. with the powerful influence of country week- 

Write for the new, 1940 directory of Western 
Newspaper Union country weeklies. 
invaluable guide to the application of the penetrating force 
of country weeklies (2,937 of them) to your rural sales 


WESTERN NEWSPAPER 


It'll serve you as an 


tion. It’s yours on 
request. Write for UNIO 310 East 45th Street, New York 
your copy today. 210 South Desplaines Street, Chicago 
J . 5 E 4 #F 
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December Linage 
in Magazines 
Shows 2.2% Gain 


New York, Dec. 6.— December 
linage in national magazines totaled 
1,363,567, Publishers’ Information 
Bureau reported today, a gain of 
2.2 per cent over the 1,333,844 lines 
carried in 1938. This compares 
with a gain of 2.7 per cent in No- 
vember linage. 

Weeklies and semi-monthlies, re- 
porting November linage, carried 
921,301 lines, an increase of 8.1 per 
cent over the 852,172 lines reported 
last year. 

Among the monthlies, women’s 
group publications made the best 
percentage showing. These maga- 
zines reported 176,707 lines as com- 
pared with 141,155 in 1938, a gain 
of 25.2 per cent. 

General magazines lost 0.2 per 
cent, carrying 675,448 lines as com- 
pared with 677,056 last year. Also 
on the minus side were standard 
magazines with a total of 35,357 
lines as compared with 37,061 in 
1938, a decline of 4.6 per cent. 

Women’s magazines carried 401,- 
723 lines, a decline of 0.8 per cent 
from the 404,896 reported last year. 
Outdoor magazines reported 67,716 
lines as compared with 63,580 in 
1938, a gain of 6.5 per cent. 

Linage in the mail order maga- 
zines reporting totaled 6,616, a de- 
cline of 34.5 per cent from the 1938 
total of 10,096. Figures and page 
totals for the individual magazines 
are shown in the accompanying 
table. 


To Wildrick & Miller 


Flory Milling Company, Bangor, 
Pa., has appointed Wildrick & 
Miller, Inc., New York, as advertis- 
jing and sales counsellor. Eight 
| branch mills located in Pennsyl- 
/vania and New Jersey are to 

separate sales testing labo- 


}used as 
ratories 


Begins Insurance Drive 
Maryland Casualty Company, 
Baltimore, will begin in January 
the fifth year of its campaign fea- 
turing the theme, “Unforeseen 
events need not change and shape 
the course of men’s affairs.” Full- 
page copy will appear in magazines 
through J. M. Mathes, New York. 


Lincoln Promoted 


A. G. Lincoln has been appointed 
business manager of the St. Louis 
Post - Dispatch. He will also con- 
tinue his former duties as circula- 
tion manager. 


Starts “Sports Review” 

Winter Sports Review, a monthly, 
has made its debut in Boston. Ed- 
ward Leader, 47 Huntington ave- 
nue, is publisher. 


4-7, 1940. 


rector, announced. 


Boston Conference Set 


The 1940 Boston Conference on 
Distribution will be held Oct. 7-8, 
Daniel Bloomfield, founder and di- 


Names DeLisser-Boyd 

The Post, Waukegan, IIl., has ap- 
pointed DeLisser-Boyd, Inc., as its 
national representative. 


Levyne Agency Opens 

S. A. Levyne Company has beet 
established as an advertising agency 
at 16 W. Hamilton street, Baltimore 


LNA Plans Convention 


Lithographers National Associa- 
tion will hold its 35th annual con- 
vention in Del Monte, Cal., June 


Ready! 


household merchandise. 


The 


or its nearest Ne 


National Advertising Department of f 


be | 


Scripps-Howard Newspapers 
230 Park Ave.. New York 


If vou sell in Cleveland consult 


Press 
itional Advertising 


Office. 


The Cleveland Press 


A SCRIPPS-HOWARD NEWSPAPER 


San Francisco 
Detroit 


Chicago 
Memphis 


Seventh CLEVELAND 
HOME INVENTORY 


Brings up-to-date our Medal-Winning study of “who buys 
what—and why—in Cleveland.” It is available for the ask- 
ing to advertisers of foods, drugs, apparel, automobiles and 


Les Angeles 


Philadelphia 
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List Reveals 93 
Stations Signed 
by TBS Network 


(Continued from Page 1) 


Friday, and 9 to 10 p. m. Thursday. 
Other commitments for evening time 
are to be released shortly. The net- 
work’s inaugural program will be 
the broadcast of the Cotton Bowl 
football game from Dallas. The 
program will be sponsored. 

Personnel additions include Wil- 
liam W. Joyce as Western sales 
manager, with headquarters in Chi- 
cago. For the past six months he 
has been in charge of sales in that 
territory for the Texas State Net- 
work, and previously he was with 
National Broadcasting Company. 

Robert C. Wilson, Jr., formerly 
head of the radio department of 
Maxon, Inc., has been added to the 
TBS-New York staff as account 
executive. He also served with CBS 
for eight years. Ralph A. Nord- 
berg, formerly with WOR, Newark, 
and WJJD, Chicago, has also joined 
the New York sales staff. 

Most of the TBS shows will 
originate from WMCA, New York, 
WJJD and WIND, Chicago, or 
WFWB, Los Angeles. 


Five regional networks are en- 


rolled under the TBS banner. In- 
cluded are 20 stations of Texas 


State Network; 14 of North Central | 


Broadcasting System which has 
headquarters in Minneapolis; four 
California stations of McClatchy 
Broadcasting Company; and four in 
Florida affiliated with Tropical 
Broadcasting System. 

The stations signed to date are: 

KABC, San Antonio, Tex. 

KABR, Aberdeen, S. D. 

KAND, Corsicana, Tex. 


KATE, Albert Lea, Minn 
KBST, Big Spring, Tex. 
KCMC, Texarkana, Tex 
KCMO, Kansas City, Mo 
KDLR, Devils Lake, N. D 
KDRO, Sedalia, Mo. 
KERN, Bakersfield, Cal. 
KFBK, Sacramento, Cal. 
KFDA, Amarillo, Tex. 
KFJB, Marshalltown, Ia. 


KFJZ, Fort Worth, Tex. 


KFOR, Lincoln, Neb. 
KFOX, Long Beach, Cal. 
KFRO, Longview, Tex. 
KFRU, Columbia, Mo. 
FWRB, Los Angeles, Cal. 
KFYO, Lubbock, Tex. 


KGCU, Mandan, N. D. 
KGDE, Fergus Falls, Minn. 
KGHI, Little Rock, Ark. 


KGKB, Tyler, Tex. 
KGKL, San Angelo, Tex. 
KGNO, Dodge City, Kan. 


KLPM, Minot, N. D. 

KLUF, Galveston, Tex. 
KNOW, Austin, Tex. 

KOCY, Oklahoma City, Okla. 
KOH, Reno, Nev. 


KOME, Tulsa, Okla. 
KOVC, Valley City, N. D. 
KPAC, Port Arthur, Tex. 
KPLT, Paris, Tex. 

KQV, Pittsburgh, Pa. 
KRBC, Abilene, Tex. 
KRMC, Jamestown, N. D. 
KRRV, Sherman, Tex. 
KSAL, Salina, Kan 

KSCJ, Sioux City, Ia. 
KTEM, Temple, Tex. 
KUTA, Salt Lake City, Utah. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


KVNU, Logan, Utah. 
KVWC, Vernon, Tex. 
KWBG, Hutchinson, Kan. 
KWG, Stockton, Cal. 
KWNO, Winona, Minn. 
KXOK, St. Louis, Mo. 
KXYZ, Houston, Tex. 
KYA, San Francisco, Cal. 
WABY, Albany, N. Y. 
WACO, Waco, Tex. 
WAYX, Waycross, Ga. 
WBEO, Marquette, Mich. 
WRBNY, Buffalo, N. Y. 
WCBM, Baltimore, Md. 
WCBS, Springfield, 111. 
WCOS, Columbia, 8. C. 
WCOV, Montgomery, Ala. 
WCPO, Cincinnati, Ohio. 
WDGY, Minneapolis, Minn. 
WDWS, Champaign, Ill. 
WEMP, Milwaukee, Wis. 
WFOY, St. Augustine, Fla. 
WFTC, Kinston, N. C. 
WGAU, Athens, Ga. 
| WGH, Newport News, Va. 
WGNC, Gastonia, N. C. 
| WGTM, Wilson, N. C. 
| WHODF, Calumet, Mich. 
|} WIND, Gary, Ind. 
WING, Dayton, Ohio. 
WJBK, Detroit, Mich. 
WJBW, New Orleans, La. 
WJEJ, Hagerstown, Md. 
WJIJD, Chicago, Il. 
WJIMS, Ironwood, Mich. 
WJIW, Akron, Ohio. 
WKAT, Miami Beach, 
WMBO, Auburn, N. Y. 
WMCA, New York, N. Y. 
WMEX, Boston, Mass. 
WMFJ, Daytona Beach, Fla. 
WRAL, Raleigh, N. C. 
WRJN, Racine, Wis. 
WSAU, Wausau, Wis. 
WSLI, Jackson, Miss. 
WSPA, Spartanburg, §S. C. 
WSUP, Superior, Wis. 
WTMC, Ocala, Fla. 
WTOL, Toledo, Ohio. 


Fla. 


Asserts Sales 
Opportunities Still 


Exist in Europe 


New York, Dec. 
that American business men are 
underestimating the profit possibili- 


future of the South American mar- 
ket, was voiced today by Howard 
D. Williams, vice-president of Er- 
win, Wasey & Co., in an address 
before the Export 
Association. 

Mr. Williams, who made a flying 
trip to England shortly after the 
outbreak of the war, reported that 
the initial paralysis of business has 
been partially dispelled and adver- 
tising has gained considerably since 
\it touched almost the zero point in 
September. Erwin, Wasey billings 


jin October, he said, were twice 
those of September. November 
|showed a further increase. The 


agency is functioning in England in 


|all departments, though with re- 
duced personnel. 
Pointing to the experiences of 


advertisers during the World War, 
| Mr. Williams stressed the impor- 
_ tance of keeping a trade name be- 
fore the public even though the war 
should render selling impossible. He 
also said that export business fre- 
juently represents the difference 
between profit and loss at the end 
f the year 


Compton Litho Moves 

After 56 years at 212 Locust St.. 
|Compton & Sons Lithographing & 
Printing Company, St. Louis, will 
shortly move to Seventh and Clark 
Sts.. where it will occupy 30,000 
square feet. 


| 


7.—The belief 


ties still remaining in Europe, while 
placing too much confidence in the 


Advertising 


THEY USE THIS APPEAL IN LATIN AMERICA, TOO 


Brown Shee Gets 
35,000 Designs 
Through Contest 


St. Louis, Dec. 7.—The Brown 
Shoe Company received 35,000 de- 
signs from over 15,000 individuals 
in its recent contest for a capital 
prize of $500 and 105 other awards, 
including 100 pairs of Air Step 
shoes. While the nature of the win- 
ning designs have not been dis- 
closed, it is believed that nothing 
sensational and of a practical na- 
ture resulted. The contest, how- 
ever, put these 15,000 women in 
touch with their local retailers and 
probably gave them a keener ap- 
preciation of the problems involved 
in shoe design, and of the merits 
of the Air Step line, 

The contest was announced in a 
spread in Life and a single page 
was used later. Contestants were 
provided with a book discussing 
six basic types of shoes and giving 
them helpful hints on materials and 
trimmings. 

Most of the stores dispensing this 


The eye appeal of a pretty maiden clicks just as well with the customers in South America as it does in the U.S. A. Here, 
for example, is a 24-sheet poster for a popular cigarette brand currently appearing in Colombia. The poster was produced 
by Continental Lithograph Company, Cleveland. 


material increased the contestants’ 
admiration for Air Step shoes by 
inducing them to try the pebble 
test. This consists of stepping on 
a pebble in their regular shoes and 
then repeating the performance in 
Air Steps. “What a difference—the 
painful shock is absorbed before it 
reaches the foot,” said the adver- 
tisement. Leo Burnett Company, 
Chicago, handles Air Step adver- 
tising. 


Representatives 
Plan Joint Meeting 


Roy Johnson, advertising man- 
ager, Schick Dry Shaver, Inc., and 
Wilder Breckenridge, sales manager 
of the ANPA Bureau of Advertis- 
ing, will address a joint meeting of 
the Newspaper Representatives 
Association of New York and the 
/national newspapers group of the 
Advertising Club of New York, to 
be held at the club, Dec. 13. 


‘New Galvin Agency 
Galvin Mfg. Company, Chicago, 
\has appointed Gourfain-Cobb Ad- 
| vertising Agency, Chicago, to handle 
the Motorola radio account. 


wala? 


KICIlicrs, 


Steel Agency 
Starts Operations 


with 5 Accounts 


Chicago, Dec. 7.—Appointment 
of Frank R. Steel Associates by 
Venus Foundation Garments, Inc., 
announced today by F. A. Stanke, 
advertising manager of Venus, will 
enable that new agency to open its 


doors next Monday with five ac- 
counts. The others are Oshkosh 
Trunks, Inc., Oshkosh, Wis.; S. 


Dresner & Son, luggage, Chicago; 
Princess Pat, Ltd., cosmetics, Chi- 


cago, and aée subsidiary, Lucille 
Young, Chicago, mail order cos- 
metics. Dresner is affiliated with 


Oshkosh Trunks, Ince. 

B. E. Steinman, who has been 
with Princess Pat, Ltd., will be 
space buyer for the Steel agency. 
Mr. Steel has been vice-president 
in charge of radio for McJunkin 
Advertising Company. He has been 
active in the radio field almost 
from its inception, having directed 
radio for Critchfield & Co., before 
joining McJunkin. 


G-M Subsidiary Names 
Stedem Ad Chief 


Joseph J. Stedem has _ been 
named vice-president and director 
of sales and advertising of Hertz 
Drivurself Stations, Inc., Chicago, a 
subsidiary of Yellow Truck & 
Coach Mfg. Company, General Mo- 
tors Truck & Coach Division. Hertz 
recently expanded its car rental 
and truck leasing service on a na- 
tional basis. 

Mr. Stedem has been with the 
company for 14 years. Campbell- 
Ewald Company, Chicago, is the 
agency for the account. 


Joins Compton Agency 

Mrs. Virginia Shook Alexander 
has joined Compton Advertising, 
Inc., New York. She came from 
L. Bamberger & Co., Newark, where 
she wrote copy for the men’s store 
and children’s shops. 


“Electrical Week” Ends 


Electrical Week, New York, has 
been suspended. Publisher was 


Caldwell-Clements, Inc. 


-~ 


joke. 


4) 


\depositors ju 
(an iINnCiee 14 


THE lowest cost sales pro- 
motion in this three-quarter-billion dollar Kentuckiana market is 


done through .. . 


The Conricr-Zournal 
THE LOUISVILLE TIMES 


Represented Nationally By the Branham Company 


Yule Savings 
$1,060,000 


City Accounts Up 6 Pet. 
In 31,700 Accounts. 


If Santa Claus doesn’t bring a 
}| bulging pack to Louisville it won’t 


be the fault of 31,700 Christmas 
Club savers who deposited $1,060,- 
000 in six city banks this year. 
The aggregate amount is $60,- 
000, or 6 per cent more than the 
'$1,000,000 distributed 
‘mas savings checks by the same 
ibanks last year. The number of 


tisan 
issue] 


paign 
4,347 . 
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50,000 Watts 
820 Kilocycles 


Basic Columbia 


Outlet 
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Chase & Sanborn 
Time Slash May 
Set New Trend 


New York, Dec. 6.— What may 
possibly become a significant trend 
in radio was indicated here this 
week when Standard Brands, Inc., 
announced that its “Chase & San- 
born Coffee Hour,” which has been 
a 60-minute Sunday night fixture 
since 1931, will be reduced to a 
half hour beginning Jan. 7, 1940. 

While other sponsors of full hour 
programs, notably General Foods 
Corporation with its “Good News” 
show for Maxwell House coffee, 
have not declared their intentions 
of following suit, it is believed in 
some radio circles that a solid hour 
of network time can be used to 
better advantage by splitting the 
time for two shows. Cooperative 
Analysis of Broadcasting reports 
show that many half hour shows 
attract almost as large audiences as 
hour programs. 

The Chase & Sanborn show, 
which features Edgar Bergen and 
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recent months. 


Benny was off the air this summer. 


The stiff competition offered the Chase & Sanborn-Charlie McCarthy show by Campbell Soup Company's program in some 
markets has helped Jack Benny to gain in listener rating for his sponsor, General Foods. 
of C. E. Hooper, Inc., whose chart (above) shows the fluctuation in popularity of the McCarthy and Jell-O programs in 
The lower chart shows the per cent of network radio listeners (in 
cities of uniform competition) gained by (1) Charlie McCarthy; 2) Orson Welles; (3) CBS sustaining, and (4) all others. 


This is the current analysis 


Listeners to radio in cities of uniform sponsored 
network competition equals 100%. 


Day. It is expected that 34,009 
people will see the yearly classic 
which will be broadcast over a 
coast-to-coast network of CBS sta- 
tions. Maxon is the agency. 
Noxzema Shifts Time 


Noxzema Chemical Company has 
shifted its thrice-weekly news pro- 
gram, featuring Bob Trout, to Mon- 
day, Wednesday and Friday. The 
broadcast is aired from 3:30 to 3:35 
p. m. over 38 CBS stations in behalf 
of Noxzema_ greaseless’ cream, 
Ruthrauff & Ryan is the agency. 


Campbell Soup 
Helps Jack Benny 
Scale Heights 


(Continued from Page 1) 

| why Benny has taken first place: 

“Through the period from Janu- 
ary, 1938, through August, 1939. 
both Charlie McCarthy and Jack 
Benny appeared on the airways 
without simultaneous sponsored 
network competition. During these 
19 months, each consistently polled 


80 r cent of all listeners duri 
Charlie McCarthy, will mark the aumeennes 3 ‘ bed pole of their broadcasts. Be 
Biles taceeee coe a oot soa oft abstain c'wes Orson Ween tm 
y Le > cast. Playhouse with Orson Welles, spon- 
' i aio ‘al (1) _ { y ; 
pat ag bg st Rar Fe SEPTEMBER 739 2) 13.0 (4) | sored by Campbell ig Company 
é . Ss © appeared as network competitio 
= ge ys Brands will “9 om | OCTOBER (1) 67.4 (2) 18.6 (4) | ry eH McCarthy. . ; 
of its half-hour programs to the | “Since that time, in the group of 
— 9 hee geen tage by a | ____ NOVEMBER (1) 70-0 (2) 15.0 (4) cities where both programs ar 
curtaliing o 1e cotlee snow. 1e f } ‘ Tt ; ‘ , ‘ x 
Charlie McCarthy broadcast is L ===> = 100% gps ge genrnagy ha ge 
heard over the Red network of the 7 : | iaiiimniin : In cities where Charlie 
National Broadcasting Company at : PRETO REST My ‘ | he , 
8 p. m. on Sunday. J ee tits to Vallee’s former time on |Mutual Broadcasting System net-| a program featuring Hollywood | has not encountered network com- 
; ; 


Thompson Company is the agency 


Standard Brands made a similar 


move a few months ago when the 
“Rudy Vallee Hour” for 


Fleisch- 


Thursday from 8 to 9 p. m. 
Lorillard Signs Again 
’ Radio advertisers continued this 


tended without changes. P. Loril- 


=|lard Company has renewed “Sensa- 


tions and Swing,” in behalf of Sen- 
sation cigarettes, for 26 weeks, 
effective Jan. 1. The program will 
| be heard on 85 stations of the NBC 
Red and Blue networks, an increase 
of 22 outlets. The time is 7:30 to 
8 p. m. on Monday. Lennen & 
Mitchell is the agency. 


Gospel Group Continues 


a religious organization on 


— 
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Age 
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of 
tional Adve 
that more 
ers have been 
movement” nr 


{and that the nq 
}fore no longer 
affecting a ’ 
crackpots, Mr. Platt ¥ 
ticular attention be given to te: 
ers and students. Teachers 

nore seriously afflicted with 
anti- advertising virus than 


other single group, according to the 


Gallup study, which showed p 
tically 100 per cent of them int 
‘ gently aware of the 
movement and its cbjectives, 


one or 
ing” books. 

Teachers therefore offer the 1 
jfertile field for advertisers 
story, Mr. Platt asserted, 
‘ing also that surveys and pers 
experiences have convinced 


6d that par- 


consumer 


j}over 85 per cent conversant wich 
more of the “anti-advertis- 


| want to get across their side of the 
contend- 


that this group will welcome suit- 


Gospel Broadcasting Association, | 


work since 1937, 
sponsor “Old Fashioned Revival” 
over 68 MBS stations on Sunday 
from 9 to 10 p. m. The new con- 
tract is effective Dec. 31. R. H. 
Alber Advertising Company handles 
the account. 


“Contented” Hour Renewed 
Carnation Milk Company 

renewed “Carnation Contented 
Hour” effective Jan. 1. Heard on 
Monday from 10 to 10:30 p. m., the 
program is aired on 64 stations of 
the NBC Red network. Erwin, 
Wasey & Co. is the agency. 


Theater for Gulf Oil 


Gulf Oil Company will continue 


has 


will continue to} 


stars which is backed by the Screen 
Actors Guild and the Motion Pic- 
ture Relief Fund. The series will 
be heard over 64 stations of the 
Columbia Broadcasting System on 
Sunday from 7:30 to 8 p. m. Young 
& Rubicam directs the account. 


Texaco Will Continue 


“Texaco Star Theater” will be 
continued by the Texas Company 


State 


publication 


ach- 
are} 
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—and here is the place to 
“TELL Your Story 
To TEACHERS”’ 
—all of ‘em 


le 
Peachers 


Magazines have over three 


times the subscribers of any other teacher's 


in each of 38 states from 2 to 10 


times the cireulation of any teacher's publica- 
tion listed by Standard Rate and Data Service. 


School teachers are inclined to be skeptical of advertised 
products and if they don’t know the facts about your prod- 
ucts, you have an educational job to do. , 
selves, constitute a big market. 
of homes through the young people in their classes. What 
are they telling these young people about your products? | 


Teachers, them- 
And they influence millions 


There are almost 700,000 of them who regularly receive their 
state teacher's magazine and who are loyal to it. 
reach this great audience in no other economical way than 
through the pages of this unit of 38 state teachers magazines. 
We have an interesting factual brochure that tells the whole 
May we send it to you? 


STATE TEACHERS MAGAZINES 


Nn Cc OR PORATED 


307 NORTH MICHIGAN AVE., CHICAGO, ILL. 


in Association of 38 State Teachers Magazines 


You can 


in behalf of Texaco products. The 
program is broadcast on Wednesday 
from 9 to 10 p. m. over 91 CBS sta- 
|tions. Buchanan & Co. directs the 
account. 

Maestro to Remain 


| American Tobacco Company has 
|renewed Ben Bernie’s weekly pro- 


the | to sponsor “Screen Guild Theater,”| gram for Half and Half smoking 


tobacco. The series is aired on 
| Sunday from 5:30 to 6 p. m. on 53 
'CBS stations. Young & Rubicam 
directs the account. 

Miami Game to Gillette 


Gillette Safety Razor Company 


will sponsor the Orange Bow] foot- | 
| ball game in Miami on New Year’s 


petition, the percentage of active 
sets tuned to his program remains 
at its previous high.” 


Many Factors Involved 


This case, Hooper believes, illus- 
trates the fallacy of referring t 
radio program ratings as measure- 
ments of relative “popularity.” The 
circumstances of broadcast, _ the 
competition during the broadcast 
the time of reception, the percent 
of listeners tuned to the purchased 
stations during the period preceding 
and following the broadcast all play 
important roles in determining the 
size of the rating. 

“Although considerable publicity 
has been given to the fact that 
Hooper ratings show that Benny 
was displacing McCarthy,” said the 
report, “the dummy still rates tops 
in areas where he is not competing 
with the Orson Welles offerings.” 


Short Appointed 

George B. Short has been ap- 
pointed advertising manager of 
Commercial West, Minneapolis. 
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THREE ‘‘HIGHS”’ ina ONE ‘LOW’ TO CONSIDER 


INDUSTRIAL EQUIPMENT NEW 


Si What's New 
enn eae Met Panis ” jateeiads ° 


Started 1933 


WHILE SELECTING PUB: 
LICATIONS TO REACH 
OPERATING MEN IN All 
INDUSTRIES DURING 1 


HIGHEST IN CIRCULATION. . . reaching 52,023 active plant 
operating men in all industries .... all at their request. 
HIGHEST IN DIRECT EVIDENCE OF ADVERTISING EFFECTIVENESS 


by a wide margin producing more results than any pub- 


lication of similar distribution . . . because used by 


operating men to look for current needs. 


HIGHEST IN NUMBER OF ADVERTISERS. . . leads the field 


by a wide margin . . . (more than 370 using the De- 


cember issue.) 


LOWEST IN ADVERTISING COST. . . standard effective rep- 


resentation costs only $79 to $85 a month. 


DETAILS?...WRITE FOR THE “IEN PLAN” 


FOR CONSIDERATION IN 1940 SCHEDULES 


————«,©«, 


THOMAS PUBLISHING CO., 461 Eighth Ave., New York 
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CHAMP 


GIFT SUGGESTION FOR ENTIRE FAMILY 


Make this the finest Christmas 
your family ever had 


GIVE THEM THESE 


STUDEBAKER KEYS 3 
TO HAPPINESS! 


' baker 
I o fe ve~ the baw 
. sitio re dens 1 
ander os the biggest mew car success \0 
wars the sana y Mewuerhs! stfu 
coding Stedetwher Chas 
remember i* jam * 
davs owe 9» COME and Letns 
you make afl che ments for » 
git wa ake 
Your present showsiet 


perbaps alt of tard 


Studebaker has streamlined a Christmas merchandising plan successfully employed 
in previous years, with the "Keys to Happiness” as the keynote of the campaign. 
The idea is that the donor hangs on the Christmas tree an attractive jewel box 


containing the keys to a new Studebaker. 


by the dealer to coincide with gift-opening time. 
papers throughout the country. 


Original Fuller 
Brush Man Offers 
Aid to Unemployed 


Hartford, Conn., Dec. 7.—Spon- 
sorship of the “Let’s Go to Work” 
program over Station WTIC by 
Fuller Brush Company, which 
started ilast Sunday, came as the 
result of the guest appearance of 
Alfred C. Fuller, head of the com- 
pany, during a previous broadcast 
of the same program, it was dis- 
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Especially Posed by Professional 
Model to Catch Your Eve 
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Per Page 
Per Thousand 


LOWESF-RATES 


wn paymen 
a eat andi ord bulance & 
CAT, badger plan verms 


Actual delivery of the car will be timed 
Copy will appear in news- 


men over the air, Mr. Fuller sub- 
| sequently signed as sponsor for a 
| 22-week period. 

The “Let’s Go to Work” program 
was started as a sustaining feature 
in June, 1938, over Station WICC, 
Bridgeport. Later it was added to 
the WTIC schedule and to the Yan- 
kee Network. Last September it 
was offered over the Inter-City 
Broadcasting System, originating 
from Station WMCA, New York. 


Coming 
Conventions 


ference, Public Utilities Advertising 


Association, Hotel Cosmopolitan, 
Denver. 
Feb. 20-21. Annual meeting, In- 


|land Daily Press Association, Hotel 

Sherman, Chicago. 
| March 26-29. Annual Packaging 
|Exposition and Conference, Hotel 
| Astor, New York. 


Wood with Sweeney 


' M. Rusling Wood, formerly 
president of M. Rusling Wood, Inc., 
New York, has joined the sales 
staff of Sweeney Lithograph Com- 
pany, Belleville, N. J. 


Jan. 12-13. Annual Western Con- | 


LaGuardia Hates 
Gum Wads, Too, 
But He Acts 


(Continued from Page 1) 
the coining of a catchy slogan to 
sell the idea. 

One of several answers received 
by Mayor LaGuardia was from 
L. L. Pritchard, vice-president of 
American Chicle Company. Mr. 
Pritchard advised that after the 
first 
wrappers will bear the legend: 
“Save this wrapper for disposal 
after use.” He said that the com- 
pany, which makes Chiclets, Den- 
tyne, Adams and Beeman’s Pepsin 
|gum, is attempting to work out a 
slogan on the subject. 

Wrigley’s and Beech-Nut gums 
have carried similar notations about 
the use of the wrapper for disposal 
of gum for many years, and Wrig- 
ley also notified Mayor LaGuardia 
that plans are already being laid to 
increase the strength of this mes- 
sage on the wrapper, so that it will 
be seen more readily. 

The Wrigley company also placed 
on Mayor LaGuardia’s desk this 
morning the first double car card 
in a new run just being turned out 
which will shortly be posted in all 


of the year one-cent stick | 


City, and subsequently throughout 
the country. An advertisement for 
Doublemint, it will carry this sup- 
plementary message: 

“Do your part—keep your city 
attractive. After you have enjoyed 
the delicious treat of a stick of 
Doublemint gum show considera- 
tion for others by placing it in the 
wrapper or another piece of paper 
before disposing of it.” 


Adds Four to List 


Western Representatives, Los An- 
geles, has been appointed Pacific 
Coast representative of American 
Camera Trade, Minicam, Hatlife and 
Down Beat. 


Miller Munson Resigns 


Miller Munson has resigned as ad- 
vertising manager of Florsheim 
Shoe Company, Chicago. He has 
been with the company for six 
years. 


Account to French 

Ideal Beer Cooler Company, St. 
Louis, has appointed Oakleigh R. 
French & Associates, St. Louis, to 
handle its account. Business papers 
will be used. 


Elliott Changes Name 

Elliott Advertising Agency, Bos- 
ton, has changed its name to Roy 
Elliott Company and has moved to 


transportation systems in New York |25 Huntington avenue. 


closed here this week. The start 
of the new Fuller series marked the 
company’s return to the air after | 
an absence of about seven years. | 

During his guest appearance Mr. | 
Fuller disclosed his early struggles 
as America’s original “Fuller Brush 
Man,” when he manufactured | 
brushes in the basement of his sis- 
ter’s home in Somerville, Mass., and | 
sold them from door to door the | 
following day. Evincing keen inter- | 


est in the purpose of the program, 
which is to present the qualifica- | 
tions of unemployed men and nice 


IN THE 
WOMEN’S 
FIELD! 


Final net paid circulation figures for 
September issues now released, show 
that Ideal Women's Group leads all 
other women's magazines and groups 
for low cost. No magazines were 
added to reach this enviable position 
of leadership. No forced methods 
were employed. Boy sales are uwn- 
heard of and premiums are unneces 
sary. Pure, voluntary circulation 
which has grown, month after month, 
makes Ideal Women’s Group an im 
portant factor in the women’s field. 


Today, 
preliminary tests 
Group because, through it they reach 
a true segment of the women’s field. 
Over 350,000 copies of these maga 
zines are purchased each month by 
alert young women whose cosmetic 
urge must be satisfied. They will spe- 
cify and buy your brand if they see 
it advertised in Ideal Women's Group. 


Test your copy first in Ideal Women's 
Group. Find out what appeals work 


in Ideal Women's 


best; what headlines and what illustra- 
tions pull the greatest volume. You 
ean do it safely, surely and economi- 


eally, for here is an audience which 
helps you anticipate the response and 
buying power you will find when you 
extend your message in the women's 
field. You can do it accurately, you 
can do it economically. Because Ideal 
Women's Group has the lowest basic 
rates in the entire women’s field. 


IDEAL WOMEN’S GROUP 


Movie Life 


122 E. 42nd St.. New York, N. Y. 


Personal Romances 


Movies 
360 No. Michigan Ave., Chicago 


=. 


advertisers may make accurate | 


all Oaks from 


Little Acorns Grow 


@ Even the most gifted star gazer with a mystic crystal ball 
in each hand and pockets full of black magic could have never 
visualized that the once-a-week, four-page, hand press news- 
paper first published back in 1840 would grow into the mighty 
institution of that The Commercial Appeal 
is today—its hundredth anniversary. 


oc ® bd bd ” 
public opinion 


But the acorn seed of progress was planted in rich soil and 
well cultivated so that the tall oak tree now spreads its 
branches of influence over a territory embracing four states 

. a mighty market. 


The part advertising has played in this growth cannot be 
emphasized too strongly—for advertising 
of any great newspaper. 
successful undertaking. 


is the “blood stream” 


Likewise, it is the “life line” of any 


So in the course of any sales campaign someone eventually 
asks the question: Does advertising really accomplish the 
miracles we hear about these days? The answer, of course, 


depends upon how you handle your advertising. 


When properly planned and placed in the right media, 
advertising can insure sales . . . smooth out distribution prob- 
lems . . . build up your business. 


and where. 


It’s all in knowing how . 


Advertising campaigns “‘click’”’ in The Commercial Appeal 
because it is the dominant media in a mighty market. 


Besides it is the only media in the great Mid-South territory 
that really gives 


° 2 Way Selling Action 


The Commercial Appeal sells the consumer by its estab- 
lished reader interest. 


The Commercial Appeal sells the dealer by its vast trade 
paper influence. 


The Commercial Appeal 
MEMPHIS a Scripps-Howard Newspaper TENNESSEE 
National Representative —The Branham Co. 


“MORE THAN A NEWSPAPER—AN INSTITUTION” 
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| Creative Spirit, 
acs Too, Says Laird 


Cincinnati, Dec. 6—The ideal 
researcher combines the cold, ana- 
lytical mind of the scientist with 
practical market- 
ing experience | 
and creative | 
imagination, 
Cincinnati 
vertisers’ 
was told 
by J. Kenneth 
Laird, account 
executive of és 
Young & Rubi- | * 
cam, Chicago. ee 
Mr. Laird, a 
director of the 
Advertising 
Federation 
of America, said that such a men- 
tality will penetrate the thickest 
fog which blankets the merchandis- 
ing craft. 

Many marketing obstacles are 
baffling because of their very sim- 
plicity, he said, and the chief genius 
of the expert lies in sensing this 
fact. For instance, many manufac- 
turers assume that they know why 
present users buy their product and 
they base advertising on this theory, 


today | 


—é 


Kenneth Laird 


results. 


The Proper Procedure 
The true research man will make 
- a painstaking study of his custom- 
ers before seeking new users, and 
after isolating the true reason for 


with perplexity following lack of | 


their loyalty, will use the same 
/story to win new following. 
‘lar analysis will often reveal obsta- 
cles which have hampered volume. | 
| Mr. Laird gave a recipe for de-| 
| veloping new products: “First, find | 
out what people like in sng 

| 

| 


products of various types. Take two 
or more of these winning qualities 
and combine them in a new prod- | 
uct.” | 

The speaker was assisted in his | 
presentation by an illustrative skit | 
provided by the dramatic staff of 
Radio Station WLW. 


| 
| 
| 
| 


‘Largest Retail | 
Roto Copy Used 
by Famous-Barr 


St. Louis, Dec. 5.— What is be- 
| lieved to be the largest color and | 
monotone rotogravure § advertise- 
|ment ever used by a retail store in 
eng newspaper appeared over the 
| signature of Famous-Barr Company 
in the St. Louis Post-Dispatch Sun- 
day. The section occupied 14 pages, 
of which five were in color. The 
special section was devoted largely 
to picturing gift merchandise as it 
actually appears. 

Page 13 was given over toa re- 
| print of a message, signed by David 
May, which originally appeared in 
1927, designed to let the public in 
on an advertising fundamental. The 
|advertisement said that the first 
|contract of the May Stores, of 


| 


|unit, was for 1,000 dodgers, which, 
with distribution costs 
turned out to be one of the most 
expensive the store ever made. 


“Biggest circulations are cheap- 


biggest stores can deliver the 
most value for the least. These 
daily ads of ours, far from adding 
| to the expense of operation, meas- 
|urably reduce overhead by quick- 
'ening store traffic, and permit us 
to use clerks and space many more 
| times in the course of the day, than 
| if folk did not come here with defi- 
nite objectives in mind, and their 
selections decided in advance. 

“Advertising enables us to move 


| specific stocks within fixed time | 
limits, make prompt disposal of | 


| surpluses and broken lines, and cre- 
|ate instant markets for new goods 
| which would otherwise wait on de- 
|liberate word-of-mouth promotion. 
We couldn’t sell nearly so much 
| merchandise without the help of 
| printer’s ink and therefore couldn't 
sell nearly so cheaply.” 
advertisement 


| The also cited 
| Media Records as authority for the 
| claim that the insertion set a 


new | 
record. 
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: —Let us show you samples of work 
we are doing for successful institutions. 
gis - 
Kar 
FAITHORN CORPORATION 


TRY THIS ON YOUR PHONE 


.. . Write or Phone for 
one of our Representatives 


- » You'll find it a 
satisfying number 
because it opens 
the quick and sure 
way to the com- 
plete and econom- 
ical handling of 
your production 


requirements. 


: Ad-Setters - Engravers - Printers 


504 Sherman St., Chicago * Wab. 7820 


Ly 


| which Famous-Barr is the leading | 


added,| 


} 

How Advertising Works | Cincinnati, O. 
| 

}est,” the narrative continued, “just | Dallas, 


eens | 


" Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 


RETAIL ACTIVITY 
inMAJOR MARKETS 
compared with last year 


Week by week 
vanation 
Total variation. 
year to date 


== 


+ 
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18 
NOVEMBER 


16 23 
DECEMBER 


280d 4COO 30 
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252 «9 


JANUARY 


% Gain % Gain 


48-Week 48-Week 48-Week or Loss” or Loss 
Period Period Period 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Inded or 
City Dec. 4, 1937 Dec. 3, 1938 Dec. 2, 1939 1937 1938 Dec. 3,1938 Dec. 2,1939 Loss 
tAkron, O.- .. 15,260,486 10,878,937 9,212,780 —39.6 —15.3 227,539 217,504 —44 
Albany, N. 8,801,145 8,163,688 7,745,772 —12.0 —5.1 198,858 196,090 = —I14 
Altoona, Pa, 6,515,662 4,745,487 5,248,376 19.5 +10.6 105,000 125,874 +19.9 
py a | rere 15,265,992 15,034,684 16,811,046 +10.1 +11.8 445,760 489,132 +49.7 
Baltimore, Md 21,855,491 20,465,762 20,745,688 ~§.1 +1.4 569,204 565,163 — 0,7 
Birmingham, Ala. . 12,103,224 11,729,228 12,529,804 + 3.5 +6.8 305,270 351,232 +151 
2Boston, De.. sews 19,325,625 17,684,246 18,205,479 —5.8 + 2.9 523,804 432,776 —17.4 
Bridgeport, Conn. 9,551,700 8,586,504 9,247,874 3.2 +7.7 236,012 228,872 3.0 
Buffalo, N. Y..... 18,031,608 15,084,755 14,707,488 —18.4 —2.5 449,036 396,663 11.7 
Camden, N. J...... 3,925,312 3,698,054 4,135,645 +5.4 +11.8 105,913 128,898 1.7 
Gedar Rapids, ia... 9,890,536 4,451,314 4.597.948 "a +33 108,318 93,156 14.0 
Charleston, W. Va, 11,137,735 10,246,013 9,525,785 —14.5 —7.0 259,098 261,051 + 0.8 
| Chattanooga, Tenn. 5,897,141 5,890,465 | = § ...... me ies ae: #8  seedes +i 
Se 2 sxtacncaws 31,257,268 28,596,816 27,265,523 —12.8 —4.7 678,221 661,233 —2.5 
16,716,946 14,492,562 14,734,679 —11.9 +1.7 392,480 411,871 + 4.9 
| Cleveland, O. .. 20,359,441 16,514,763 16,762,032 —17.7 +-1.5 405,863 456,797 +125 
| Columbus, O, ....... 13,337,284 11,666,548 12,484,145 —6.4 +7.0 311,013 329,167 +5.8 
Tex. 20,491,900 19,329,835 19,569,798 —4.5 +1.2 498,616 496,107 —0.5 
Davenport, Ia, 9,874,410 8,923,528 8,721,486 —11.7 —2.3 212,744 209,524 “1.5 
Dayton, O. > 14,699,846 12,413,664 12,918,720 —12.1 + 4.1 332,472 322,232 3.1 
Denver, Colo. ......... 9,877,025 8,547,201 8,372,943 15.2 o==¥.0 216,239 221,747 +2.5 
es meOines, TM....ii2.% 6,221,741 6,006,631 6,063,218 —2.6 +0.9 141,847 180,241 27.1 
Detroit, Mich. 21,330,314 16,972,192 18,866,986 11.6 +11.2 508,355 497,563 2.1 
El Paso, Tex..... 9,727,335 9,377,011 10,000,137 + 2.8 +-6.6 200,622 225,414 12.4 
a eee 8,810,666 8,319,328 8,820,462 +0.1 +6.0 206,248 200,718 —2.7 
Fall River, Mass... . 3,266,950 3,016,622 3,210,241 =—1.7 +6.4 $2,784 80,286 —30 
a lee . 8,703,450 6,852,048 7,602,454 —12.7 +11.0 225,260 205,772 —8,7 
Fort Wayne, Ind...... 11,231,613 10,035,529 10,131,817 — 9.8 +1.0 225,204 245,469 +9.0 
ey, BM ovacrecevercs 6,800,733 5,155,314 5,622,397 —17.3 +9.1 125,270 149,898 +- 19,7 
Grand Rapids, Mich.... 9,941,492 8,146,050 8,192,162 —17.6 + 0.6 194,250 207,200 +6.7 
Greenville, S. C........ 6,430,679 ~ 6,075,011 6,228,310 —3.2 +25 139,905 170,469 +218 
Houston, Tex, ..... . 15,532,360 15,564,182 16,440,720 +5.8 + 5.6 424,802 459,718 +8.2 
Indianapolis, Ind, 17,757,892 15,019,944 15,828,272 —10.9 +5.4 383,684 385,070 +04 
Jacksonville, Fla. .. 8,477,644 8,101,300 8,670,396 + 2.3 +7.0 234,570 255,962 +91 
Jersey City, N. J.... 2,220,641 1,952,223 1,986,572 —10.6 +1.8 38,461 47,567 23.7 
Kansas City, Kan... 2,564,106 2,594,277 2,573,921 +0.4 —0.8 62,503 91,378 +462 
Knoxville, Tenn. 10,274,738 9,447,793 10,137,475 —1.3 +7.3 251,902 230,188 —8.6 
Little Rock, Ark..... 8,952,706 8,749,372 8,673,657 —3.1 —0.9 204,316 189,294 —1.4 
Los Angeles, Cal...... 24,224,831 21,917,146 23,269,170 —4.0 + 6.2 553,692 588,134 +6.2 
Louisville, Ky. ..... 5,220,109 13,257,755 13,750,131 9.7 3.7 376,929 358,049 —5.0 
Lynn, Mass. ...... 9,301,936 7,662,678  7,102,b22 —e 0.5 188,958 762,512 —i40 
Manchester, N. H.. 3,584,012 3,425,432 3,555,059 —=,8 3.8 80,262 94,044 +172 
Memphis, Tenn. 11,525,012 10,692,444 11,443,614 of), 7 7.0 297,262 281,974 —5.2 
| "Milwaukee, Wis. 17,005,285 14,195,290 13,534,749 —20.4 —4.7 23,732 276,517 —348 
Minneapolis, Minn. 13,819,983 12,704,760 12,767,450 —7.6 +0.5 34,980 279,521 —16.6 
Nassau County, L.L, N.Y. 2,377,030 2,257,364 2,517,403 +59 +11.5 82,647 64,703 9 —217 
New Bedford, Mass 3,168,676 2,917,334 2,946,240 —7.0 +1.0 78,456 78,400 —0,1 
New Haven, Conn.... 8,897,622 8,498,662 8,613,248 —3.2 +1.3 202,482 224,364 +108 
New Orleans, La.. 19,223,199 17,918,883 18,399,147 — © hy 514,477 539,602 +49 
New York, N. Y. 62,566,827 56,013,906 55,394,392 —11.5 1.1 1,554,375 1,509,763 —29 
Brooklyn, N, Y... 5,876,944 4,522,953 3,656,516 —37.8 —19.2 105,008 $2,217 —217 
Norfolk, Va. ..... 9,108,050 8,802,150 8,918,700 —2.1 +1.3 222,726 235,760 +5.9 
Oakland, Cal. ...... 7,420,211 6,816,031 7,682,457 +3.5 413.7 204,776 213,278 +4.2 
|} *Oklahoma City, Okla.. 11,856,978 10,980,738 8,341,284 —29.7 —24.0 261,226 198,814 —23.9 
Omaha, Neb, .......... 5,710,810 5,767,897 5,522,816 —3.3 1.3 132,118 132,430 +0.2 
Peoria, Tl. ....cccee 11,163,384 9,728,956 10,332,068 ” amg t 6.2 290.245 252,900 12.9 
Philadelphia, Pa 28,843,063 25,421,551 °6.109.411 9.5 + 2.7 737,521 723,757 —19 
Phoenix, Ariz. ... 7,110,222 3,420 7,128,058 +0.3 2.3 166,096 162,218 —2.3 
| Pittsburgh, Pa, 23,834,594 33,650 18,983,225 20.4 2.0 473,760 457,800 —3.4 
| Portland, Ore 12,145,842 11,054,658 11,613,471 4.4 5.1 230,580 260,806 +131 
Reading, Pa. .. 10,396,532 9,028,405 9,407,489 .—9.5 +4.2 223,678 240,550 +15 
| Richmond, Va 12,584,866 11,439,120 11,.916.678 5.3 1.2 311,024 309,932 —.4 
Rochester, eh ae 16,614,334 13,717,014 14,217,674 14.4 3.6 383,942 379,549 —1.2 
| Rock Island-Moline 8,601,605 7,812,560 7,808,224 9.2 —0,1 185,178 179,046 —33 
| Rockford, Ill, ..... 7,846,972 7,208,964 7,437,822 1.2 3.2 172,774 193,242 “118 
|} Sacremento, Cal. .. 8,252,139 7,460,677 7.276.524 ~ 5.8 £42 202482 202.706 503 
| San Antonio, Tex.. 6,103,549 6,026,846 6,853,229 $12.3 + 13.7 173,948 208,668 + 20.0 
San Diego, Cal 13,170,098 11,952,270 12,227,595 7.2 2.3 329,994 275,968 16.4 
| Seattle, Wash. .. 9,668,476 9,268,351 10,843,210 +12.2 17.0 253,372 299,950 18.4 
South Bend, Ind 8.875 16 6.689.476 4.958 ” 44.1 25.9 179,137 119,131 33.5 
gr roo Wash. 7,338,730 ¢ 6,141,128 16 10.2 £155,960 137,830  —11.6 
; suis, Mo IS. 389.090 6,626.86 16,890,790 5.2 +1.6 393,540 403,605 + 2.6 
‘St Paul, Minn 12,182,281 10,470,369 10,204,664 16.2 9 5 229,619 238 616 +-3,9 
plato Wash 5,97 1.382 653.480 5.948.524 0.4 5.9 147.840 133,952 —9.4 
i a Fla 910,104 O7,478 ‘ 3.212 &.2 12.0 218,078 251,496 +15 
To ito, Ont, Can 18,489.727 16.331.696  15.116.845 —18.3 7.4  £4470.070 ~ 420,107 —106 
Troy, . Y 1,096,113 3,832,262 1,18 2 +-2.2 +9.3 90,342 » 105,014 + 16.. 
Pulsa, Okla ; 9,287,688 S,584,98¢ 8,464,716 8.9 1.4 257,446 228,298 11 
Washington, D. C 181,552 32,854,447 1,987,541 9 2.6 963,982 931,642 : 
Youngstown, O. . 8.527.615 6,881.40 7,174,195 15.9 4.3 199,451 176.242 i) 
rotal < a % j j RAN 790 ¢ +4 1.5 23 2985 608 223.030.4038 
t Pim Pre a ied Aug. 28, 193 a - a 
“ Linage of daily America now combined with Record, eliminated fro 8 totals 
Buffalo Time dis ntinued Aug 1939 
‘ ie | iz Herald «& Examiner ad tinued Aug 28 
M Luk Ne discontinued Jat 4, 1939. 
‘ Ct ! News d mtinued Feb. 24, 1939 
7 Ne I es dis ntinued Des 2s 1038 
S Spe ine Pre discontinued March 18, 1939 
’ St Paul Daily New discontinued Apr 1938 
106 San D Si ispended publicati Nov. 25, 1939 
Lit t week not received All figrure 


Flack Expands 

Flack Advertising 
taken larger quarters in 
bldg., Svracuse. 
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ADVERTISING AGE 


a 


aC dye rtisi 
Market Place 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 


“Positions Wanted,” 


“Representatives Wanted,” 
a line, minimum charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


: 
, 


1.75 per inch, 


POSITIONS WANTED 


“A DVERTISING SPACE SALESMAN 


experienced man, wide acquaintance, 
wants Eastern representation of lead- 


ing publication or position as sales- 
man or manager Eastern Office. 
Box 1931, ADVERTISING AGE, N. Y. 


YOUR MAN FRIDAY! 


Memo to Adv. Mgr.: While you han- 
die big ideas, let me take over de- 
tails Experience? 2% yrs. agency, 
direct mail, inel. copy, layouts, pro- 
duction. Age, 24; unmarried; col. 
grad. Recommendation, present boss. 
Box 1978, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


Selling retail grocers 
Young married man 
with a future. Gladly locate outside 
Pittsburgh. Inquiries confidential. 
P. O. Box 4666, Pittsburgh, Pa. 


HELP WANTED 
NATIONALLY KNOWN STEEL OF- 
FICE FURNITURE MANUFACTUR- 
ER needs department sales manager. 
Must have at least 5 years field or 
home office experience. All applica- 
tions handled confidentially, Give com- 
plete experience. 

Box 1981, ADVERTISING AGE, Chgo. 


over S years. 
open for offer 


ratatie WANTED TO BUY 

Sales Correspondent 
Has unusual record of profitable re-|One of the largest Northwest pub- 
sults. Also knows direct mail. Will] lishers seeks to acquire several trade 
increase your sales at low cost. High- | magazines; confidential. 
est references. Age 28. Box 1983, ADVERTISING AGE, Chgo. 
Box 1979, ADVERTISING AGE, Chgo. 
HOUSE ORGAN EDITOR with 15 POST CARDS 
years’ experience also in handling “KOTO-TONE” POST CARDS 
copy, layout and production of adver- | Newest, most economical method of 


tising of all kinds; also in space buy- 
ing, research, e 


te. 
Box 1980, ADVERTISING AGE, Chgo. 


HARD-HITTING COPY 
Do you need a copywriter? A man 
who uses imagination and perspira- 
tion to produce copy that really sells? 
Do you want youth... and yet de- 


mand experience? 

Consider these assets—Age 27, ex- 
perienced in sales promotion, market 
research, plus industrial and con- 
sumer copy preparation. Other qual- 
ities—Anglo-Saxon descent, pleasing 
personality, college education, imme- 
diate availability. 

Box 1982, ADVERTISING AGE, N. Y. 


displaying any 
prices on 
Hamilton, 


product. 
request. 
Ohio. 


MISCELLANEOUS 
EXTREMELY LOW CosT 
process reproduces direct from your 
copy without necessity of expensive 
typesetting and cuts. Ideal for all 
sorts Advertising Material, Sales Let- 
ters, Bulletins, Testimonials, Sales 

Manuals, etc, 

ANY SIZE CAN BE FURNISHED. 
500 Copies (8%x11”) only $2.63 
Additional Hundred Copies 22c 

Lower prices quoted on large orders. 
Send for samples and free informative 
Manual. 


Samples and 
Graphic Arts, 


Distributors of 
Norge Promised 
Aggressive Copy 


Detroit, Dec. 7.— The Norge re- 
frigerator will not be out-adver- 
tised in 1940, distributors were told 
at the annual meeting of the home 
appliance division of Borg - Warner 
here this week. Eye-catching color 
copy will break in the Jan. 20 issue 
of The Saturday Evening Post, and 
will quickly find its way into a 
dozen other national magazines. 
Heavy newspaper support of sell- 
ing activities is also promised. 

The color page in the Post, which 
sets the pace for the magazine cam- 
paign to follow, shows the inside of 
a Norge refrigerator in detail, with 
a huge supply of appetizing foods 
occupying appropriate niches. The 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


IN CHICAGO'S ADVERTISING BELT 


open new complete studios wherever needed 


satisfy the steadily-growing demand for Atlas 


1 photostats But wherever you are in 


ys business district our ideal is to serve 
if we were located next door As a matter 

hundreds of our customers are located in 
e or adjoining buildings Other hundreds, 


& by our service, just think we are some- 


near and know only the phone number: 
ehall 7575 


“ATLA® Oh @TATS 


space galore” is accentuated by fig- 
ures of half a dozen women, which 
are dwarfed by the gigantic pro- 
portions of the Norge refrigerator. 

The slogan, “The Royalty of Re- 
frigeration” will appear in all copy, 
and it was translated into fun at the 
annual distributors’ banquet, where 
every man was a king, if wearing a 
crown is an index to royalty. The 
symbols of rulership were dis- 
tributed among all present. 

The four-day merchandise clinic 
took the form of the ever-popular 
quiz, the questions being born of 
obstacles met in selling, and hand- 
some cash prizes being awarded for 
the most logical exposition of how 
to overcome them. M. G. O’Harra, 
vice-president in charge of sales, 
described the clinic as “a collegiate 
course in profitable operation.” The 
distributors will hold retail schools 
in their own territories as soon as 
they get home. 

The greatest sales army which 
has ever waged a battle for Norge 
will carry its insignia this year. 
Norge has added about 1,000 deal- 
ers in the last 60 days by virtue of 
a heavy business paper and direct 
mail campaign. Most of the dealer 
copy reproduces the opening gun in 
the magazine campaign in heroic 
proportions and asks, “Will this be 
your advertisement?” Norge adver- 
tising is handled by Seiler, Wolfe 
& Associates. 


FREDERIC B. PATES 


New York, Dec. 6.—Funeral serv- 
ices were held here today for Fred- 
eric B. Pates, vice-president and 
Eastern manager of Modern Miller, 
a publication of Modern Miller 
Company, Chicago. Mr. Pates, who 
died Dec. 4, was 68 years old and 
had been with the paper for 16 
years. 


F. C. STEVENS 


New York, Dec. 5.— Frederic 
Cushing Stevens, vice-president of 
the printing division of the Chilton 
Company, died in a hospital in Co- 
lumbus Dec. 1 following an opera- 
tion. He was 61 years old, and had 
been active in the printing and 
publishing field for 36 years. In 
1918 and 1919, he was president of 
the New York Employing Printers 
Association. 


‘Advertising Age ql 


Pushes Test Case 
on Cigarette Levy 


(Continued from Page 1) 

City law under which the arrest 
was made reads: “Every person 
who shall possess or transport any 
cigarettes upon the public high- 
ways, roads or streets of the City 
of New York for the purpose of 
delivery, sale or distribution shall 
be required to have in his actual 
possession invoices or delivery 
tickets for such cigarettes, and the 
absence of such invoices or deliv- 
ery tickets shall be prima facie evi- 
dence that such person is a dealer 
in cigarettes in the city of New 
York, and subject to the provisions 
of this section.” 

It is the intention of ADVERTISING 
AGE to fight the case through with 
appeals to the higher courts, if 
necessary. Well known tax legal 
experts have already evinced in- 
terest in the test and have offered 
their assistance in pushing the chal- 
lenge through to its conclusion. 

Tax Hurts Sales 

Cigarette trade experts estimate 
that since the imposition of the city 
tax, sales in the metropolis have de- 
clined from 30 to 40 per cent from 
what they were before the law went 
into effect. While cigarette adver- 
tising linage of leading manufac- 
turers does not appear to have suf- 
fered materially thus far, local re- 
tailers are faced with aggressive 
competition from Jersey dealers, 
several of whom are now advertis- 
ing in the New York papers and 
suggesting that cigarettes be pur- 
chased by mail at the low Jersey 
prices. 

An interesting sidelight on the 
substantial drop in New York cigar- 
ette sales is the fact that while 
Jersey sales have increased they 
have not taken up the slack in the 
New York market. It is estimated 
that volume in Jersey and nearby 
Connecticut communities has been 
stepped up about 15 per cent, with 
the remainder of the New York loss 
accounted for by a substantial in- 
crease in “roll-your-own” tobacco. 
One New York retailer alone re- 
ported today that he is selling 1,000 
pounds of tobacco a month for this 
purpose. This is the equivalent of 
about 40 cases of packaged cigar- 
ettes. 

New York dailies are raising a 
protest in their editorial columns 
over the arrest of private citizens 
who buy cigarettes in Jersey for pri- 
vate use or for that of their fami- 
lies. They point to a previous case 
decided by the New York court of 
appeals, People vs. Ryan, in which 
the arrest of a man who purchased 
liquor in Connecticut for use in 
New York was declared illegal. The 
court held then that the possession 
of liquor purchased in Connecticut 
was not subject to tax by New York 
State. 


Problem Broad in Scope 

Should the magistrates follow this 
decision by the highest court in this 
state, New York City authorities 
will be prevented from terming pri- 
vate citizens “dealers” merely be- 
cause they did not obtain invoices 
for their purchases of cigarettes in 
other states. 

While the current ADVERTISING 
AGE test case is attracting wide- 
spread attention here because of its 
local importance, it is merely one 
part of an increasingly serious na- 
tional marketing problem, already 
the subject of spirited activity on 
the part of the U. S. Department of 
Commerce and the basis of numer- 
ous conferences on the growth of 
artificial trade barriers between 
states. Ata meeting in Washington 
Wednesday plans were formulated 
for the presentation of the problem 
before the Temporary National Eco- 
nomic Committee early next year. 

During the past few years the 
rapid increase of state laws which 
set up trade barriers among the 
states has created an economic 
problem of nationwide importance. 
The movement received impetus 
during the depression years when 


DECEMBER LINAGE OF CANADIAN MAGAZINES 


Canadian Home Journal 

Canadian Homes & Gardens 
Chatelaine 
THEEENG § <Gdeecuecennses 
tMaclean’s Magazine 

DT: citedarkhaniase's 
National Home Monthly 


Total Group 


Commercial Display in Canadian Farm Papers 
3 


Country Guide & Nor’-West Farmer 
tFamily Herald & Weekly Star 
Eastern Edition 
Western Edition ..... 
The Farmer’s Magazine.... 
tFree Press Prairie Farmer. 
tTWestern Producer 


Total Group 
*Weekly 
tSemi-monthly- 
aFive issues. 


both issues included 


states were feverishly seeking new 
tax sources and anxiously attempt- 
ing to preserve their ailing com- 
mercial and industrial enterprises. 
Once started, the growth of such 
barriers increased rapidly, with dis- 
criminatory laws often breeding re- 
taliatory measures in other states. 

The Council of State Govern- 
ments made this problem the sub- 
ject of an historic conference in 
Chicago last April, declaring: 

“Carried to its logical extreme, 
such trade barrier policies lead to 
state economic isolation with virtual 
protective tariffs barring imports 
from out-of-state sources. In this 
situation, the United States, long 
vaunted as the largest free trade 
area in the world, would lose its 
economic unity and be divided into 
48 antagonistic principalities.” 


Chrysler Back 
in Newspapers 
as Strike Ends 


Detroit, Dec. 7.—Though the 
Chrysler Corporation swung back 
into the ranks of users of news- 
paper space today as_ production 
reached its normal tempo after a 
54-day strike, its policy on maga- 
zine advertising is undetermined. It 
is believed, however, that magazine 
copy will be reinstated in the im- 
mediate future, since in many cases 
it cannot appear until January 
issues. 

The large-space newspaper copy 
which appeared in dailies today 
from coast to coast, contained a 
strong selling punch, despite the 
fact that the company will have to 
dole cars out to dealers on a hand- 
to-mouth basis until about the first 
of the year, when retail stocks will 
have been built up to some sem- 
blance of normal. 


Delivering the Goods 


It was headed, “Our Great Plants 
Are Delivering the Goods,” the sub- 
head saying, “The Chrysler Cor- 
poration’s great plants are alive 
with activity. The workers are busy 
in the team-play of trained minds 
and skilled hands, building the 
finest, most popular automobiles 
the Corporation ever built—the 1940 
Plymouth, Dodge, DeSoto and 
Chrysler.” 

The text continued: 

“When we say that Chrysler Cor- 
poration’s great plants are ‘De- 
livering the Goods,’ we mean every- 
thing the phrase means. 

“Delivering the Goods in the 
sense that experienced workers are 
building the finest and most popular 
automobiles in Chrysler Corpora- 
tion’s history.” 


Ryan Succeeds Folsom 
at Montgomery Ward 


Frank M. Folsom has resigned as 
vice-president, director and general 
merchandise manager of Montgom- 
ery Ward & Co. Save for a vaca- 
tion trip, he has not announced his 
future plans. 

C. D. Ryan, merchandising man- 
ager of the home furnishings line 
since 1932, has been named general 
merchandise manager to succeed 
Mr. Folsom in that post. 


Gets Woodyard List 


Alleva & Riordan, Philadelphia, 
has been appointed representative 
for the Woodyard Associates list of 
weekly newspapers, comprising 
2,000 publications. 


Nov. linage shown, not included in total 


r 1939 — Fm 98 Qo, 
Pages Lines Pages Lines 

26.2 18,364 32.7 22,860 

32.4 21,805 35.2 23,093 

25.2 17,628 24.7 17,318 

27.5 11,783 29.4 12,609 

33.6 23,513 36.4 25,478 

65.2 43,836 84.5 56,808 

18.4 12,910 20.1 14,090 

138,056 160,207 

- 9 —\ c 1938———_, 
Pages Lines Pages Lines 

19.6 14,140 13.5 9,700 

35.2 »,169 40.4 40,377 

25.8 25,751 30.5 30,485 

11.5 8,042 15.4 10,762 

40.0 43,982 48.3 63,122 

19.3 a21,260 14.8 16,283 

, 22,182 20,462 


Canada Magazines 
Off 13.8% in 
December Linage 


Chicago, Dec. 7.—December lin- 
age in major Canadian magazines 
declined 13.8 per cent, according to 
reports to ADVERTISING AGE today. 
The total for six publications was 
138,056 as compared with 160,207 
in 1938. November linage in the 
same group declined 11.7 per cent. 

Two farm monthlies reporting 
December linage showed a gain of 
8.4 per cent with 22,182 lines as 
compared to 20,462 in 1938. The 
Western Producer was the only one 
of four weekly farm papers to show 
a gain in November linage. 

Figures and page totals for the 
individual publications are shown 
in the accompanying table. 


Four Name MacKenzie 


MacKenzie, Inc., Minneapolis, has 
been appointed to handle the fol- 
lowing accounts: Wabasha Roller 
Mill Company, Wabasha, Minn.; 
Jacobs Wind Electric Company; Old 
Home Creameries, Inc.; and Maico 
Company, all of Minneapolis. 


Hercules to F&S&R 


Hercules Powder Company, Wil- 
mington, Del., has appointed Ful- 
ler & Smith & Ross, New York, to 
direct its account. 


EYE’ CATCHERS | 


Here’s Why the World’s Biggest 
Advertisers Use EYE*CATCHERS 


—it brings over 100 new, usable photo ideas 


every 30 days 
its pictures are spirited and lively 
it features national advertising’s best 
models 

—it presents unique and original situations 
to dramatize any selling story 


it fits into every job 

—high class photography is made available 
at ridiculously low cost 
every picture “sells” something 

—they can use photos liberally—they cost 
so little 
it provides ready-to-use promotion stunts 
found nowhere else 

—it saves real money—only $5 monthly— 
mats or Glossy Print Plan 

—it stimulates one to do a more resultful 
job Glossy prints up to 8x10, also 
covers and blow-ups 

—outstanding advertisers and agencies from 
Bombay, India, to Boise, Idaho, from 
Stockholm, Sweden, to Caracas, Vene- 
zuela, subscribe to EYE*CATCHERS. 
It sells itself by mail! IT’S GOT TO 
BE GOOD!!! 


Write for FREE book of interesting proofs 


no obligations. 
10 E. 38 ST. 


EYE *CATCHERS, Inc. New vorx 
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Sales Gain 
Kleinert to Lift 
1940 Budget 15% 


New York, Dec. 6.—A three-way 
drive, involving a 15 per cent in- 
crease in the advertising budget, is 
planned by Kleinert Rubber Com- 
pany in 1940, it was announced 
here today by Ralph K. Guinzburg, 
president. The program, which 
will be outlined to company sales- 


men next week, will feature sepa- 
rate campaigns on foundation gar- 


Tempts 


climbed 13 per cent, it was reported 
in explanation of the expanded 
promotion plans. Mr. Guinzburg 
pointed out, however, that steadily 
rising costs and the difficulty of 
making a corresponding jump in 
consumer prices will make it more 
difficult to realize profits next year. 

Although a sprinkling of bathing 
goods copy will appear in rotogra- 
vure sections of Florida newspapers 
during the tourist season, the main 
campaign will get under way in 
March. The magazine list includes: 
American Home, The American 
Weekly, Baby Talk, Congratula- 


ments, bathing goods and_  the|tions, Cosmopolitan, Glamour, Good 
general line of Kleinert rubber|Housekeeping, Harper’s’ Bazaar, 
products. House’ Beautiful, Ladies’ Home 

Sales thus far this year have|Journal, Life, Mademoiselle, The 


New Yorker, Parents’, Simplicity 
Prevue, Vogue and Woman’s Home 
Companion. 

In addition to the heavy schedule 
of magazine promotion, cooperative 
newspaper advertising placed by 
dealers is planned, and retailers 
will also be supplied with direct 
mailing pieces for local use. 


Repeat Premium Offer 


The copy theme for the line of 
foundation garments will be built 
around a premium offer, which was 
successfully tested in a limited cam- 
paign last fall. A book on reducing, 
called “Not for the Very Thin,” will 
be the giveaway item. This volume 
also promotes other Kleinert prod- 
ucts, and contains a novel book- 


mark made of the material which is 
used in the manufacture of the 
foundations. 

In the general Kleinert line, dress 
shields to be used by milady while 
at her dressing table will gain 
major emphasis. A fashion appeal 
will feature the advertising of the 
shields. Promotion of baby prod- 
ucts will stress the advantages of 
batiste, an American cotton fabric, 
which is recommended in place of 
silk for children. 

The Kleinert account is handled 
by three agencies. Pettingell & 


Fenton is in charge of foundation 
advertising, J. M. Korn & Co. of 
bathing goods, and Federal Adver- 
tising Agency places copy for the 
general line. 


“Thanks for a close-up of Heaven” 


[FROM A LETTER TO THE CLEVELAND PRESS |e 


Se ee eee a | 
: 7 DAVID DIETZ is a friend of the great. Re- 


spected, trusted, honored by scientists in many a 
lands, he is recognized as an outstanding in- fase 


) 


terpreter of scientific facts into the language 


he. ~" of the layman. - | 
a HE IS THE AUTHOR of the widely read “The 
ea Story of Science,” “Medical Magic,” and 


other notable books. His articles are used as 
text books and as supplementary reading in a? 
schools throughout the land. He 

= 


honorary degrees and is a Fellow of the Royal “ 


has several 


Academy of Sciences. 


BUT, UNLIKE MANY SCIENTISTS who turn to 


journalism, David Dietz was a 


me newspaper 
we 
- man first, and a science-writer afterwards. 
re 
aw More than that, he was schooled in a great 


tradition of 
by the late E. W. Scripps and carried forward 
faithfully to this day by the 


he founded and nurtured. 


sound public service, laid down 


great newspaper 


MARS was very near Earth last summer so 
The Press invited Cleveland to see it. With 
The Astro- 
The Cleveland Press set 
up telescopes in several parks and David 


the cooperation of Cleveland 


nomical Society, 


Dietz and many noted astronomers lectured 
through public address systems to science- 
minded people. They came by tens of thou- 
sands and stood in line for hours. 

Where else in all this heedless land could 
is indeed 


back in 


broadcasting, a 


such a thing occur? Cleveland 


science-minded. And all because, 


the early days of radio 
young reporter wanted to tell his readers 
to build That 


Science 


was the 
Editor 
of The Cleveland Press and of all Scripps- 


how crystal-set, 


beginning of David Dietz, 
Howard newspapers. 


For young Dietz wanted to bring science 


A SCRIPPS-H 


OWA RD NEWS P 


to his readers and he worked for a paper 
that wanted to bring its readers to science. 
It recognized in a cub reporter that rare 
giftof making complex things simple, with- 
out inaccuracies, falsification, or the Jules 
Verne type of romanticism. Day after day, 
year after year, The Press has published a 
Out ol 


mand for better courses and better equip- 


story of science. it has grown a de- 
ment in the schools. A paper that is honest, 
accurate, fair, and informative in reporting 
baseball 
game must be equally honest, accurate, fair, 


political scrap, a murder, or a 


and informative in reporting a new anes- 


thetic. For science is news — perhaps the 


And 


its readers 


most important news a papel prints. 


the paper which has made 
science-minded has built Power—power to 


do good; power to move goods, 


The Cleveland Press 
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Blatz Joins 
Cheese Makers in 
Christmas Drive 


(Picture on Page 1) 

Milwaukee, Dec. 7.—Expanding a 
campaign successfully tested a year 
ago, Blatz Brewing Company has 
joined hands with the Wisconsin 
Department of Agriculture and the 
Wisconsin Cheese Makers’ Associa- 
tion in an intensive Christmas drive 
in 27 daily newspapers of the state, 
The co-sponsored copy will aggre- 
gate 2,534 lines in ten advertise- 
ments, while the Department of 
Agriculture will use a number of 
other papers individually. 

Large and small space will be 
alternated. In the former, Blatz 
copy occupies a panel of 65 lines, a 
footnote being devoted to an ex- 
planation of its cooperation, while 
the adjoining cheese copy acknowl- 
edges the affinity of cheese and beer 
in this wise: “Be sure and treat 
your own family, too—for it’s not a 
Christmas Cheer without Wis- 
consin’s cheese and Blatz Old 
Heidelberg beer to add piquancy to 
the holiday feasting.” 

In the smaller 100-line copy, 
cheese dominates the space, with a 
few lines at the top or bottom urg- 
ing the reader to get the Old Heid- 
elberg habit when enjoying a snack 
of cheese. 


Use Holiday Cartons 


Attractively packed three - color 
cartons, wrapped in_ cellophane, 
redolent of the holiday atmosphere, 
are a new feature in the tactics of 
the Department of Agriculture. 

Irving C. Buntman, manager of 
Wisconsin Markets, Inc., who as- 
sisted in development of the plan, 
said that an important provision is 
that the copy appear daily in the 
27 selected papers for ten con- 
secutive days, a type of advertis- 
ing which newspapers have long 
advocated. Others who partici- 
pated in the arrangements were Hal 
Johnson, advertising manager for 
Blatz Brewing Company; Arthur 
Towell, of the Madison agency of 
that name, and Gordon Crump, 
publicity director, Department of 
Agriculture. 


Willard G. Myers 
Adds Two Accounts 


Willard G. Myers, New York, has 
been appointed advertising agency 
of L. J. Wing Mfg. Company, New 
York, manufacturer of unit heaters, 
blowers and other industrial equip- 
ment. Business papers and direct 
mail will be used. C. Gilbert Nor- 
ton is account executive. 

John B. Ellison & Sons, Inc, 
woolen jobber, has also appointed 
the Myers agency to direct its ac- 
count. 


Wants Radio Station 


The Gainesville, Ga., 
of Commerce has filed an applica- 
tion with the Federal Communica- 
tions Commission for a radio sta- 
tion. 


NEW STOCK PHOTOS: 


Chamber 


@ Just out! Seventy-eight pages of $!° 


stock photos in hard bound, loose et 
binder. New, fresh modern subjects kept 
up-to-date with supplements. Top phot 
graphic quality. Send for this catalog * 
30 days approval. Either return i* of e 


will bill you $5.00, refunded on your fir" 


order. Write today! 


A. GEORGE MILLER, INC. 


43 East Ohio Street, Chicago Del. 424! 
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TOGRAPHIC REVIEW 
OF THE WEEK 


BABY PACKS AN EMOTIONAL PUNCH IN LYSOL COPY 


j Big ) 


The type of picture that never fails to appeal is used by Lehn & Fink Products Corporation in Lysol magazine copy which 
urges attention to even “a little illness.’ Lennen & Mitchell is the agency in charge. (Story on Page 19.) 


PUPPETS ENTERTAIN FOR FOREIGN RADIO MANUFACTURER 


Cl if. * 
os et. “ es ees oe a 


A new film produced by photographing full-size puppets has just been released for showings in Holland, France and England, 
in behalf of Philips radios, a Dutch product sold in every country except the United States, Canada and Russia. It con- 
trasts dances of the gay nineties with the current swing craze. J. Walter Thompson Company is the agency. 


WHEN THREE IS COMPANY 
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a Angeles Brewing Company is using newspaper copy along the West Coast to 
Phasize how well its Eastside beer and ale mix with famous food combina- 


"ions. Lockwood-Shackelford Advertising Agency, Los Angeles, is in charge. 


Oy 


Shapely Jeanette Barritt posed on the nose of a Chicago and Southern Air Lines 

transport last week for members of its camera club, believed to be the first 

ever sponsored by an air line. All classes and demonstrations take place in the 

line's Lambert Field hangers, St. Louis. The “clinic” is supervised by Pat Parris, 
and to date, has attracted more than 600 members. 


PAT ON THE BACK FOR ICE INDUSTRY 


Oil Helps Make and Service 
the wie se — ssaicatr 


aNe® 


Tn the Ice Industry —as io over 100 other. industries + 


ner which make mnad ‘ 
Scoony Vacuum “Corres t Lubrication” is unearthing savings the somper score 0 plerte, th ro 
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~ Socony-Vacuum Comet [abeiialin 


- Helps American Industry Make Better Products 


This full-page advertisement, scheduled for Business Week and Time, is the sequel 

to the ice industry vs. Socony Vacuum Oil Company dispute, reported in these 

columns last week. Copy was prepared by Donahue & Coe, agency for National 
Ice Advertising, Inc. 


"ENGINEERING CONFERENCE AT THE CROSSROADS" 


This photographic stopper is being employed by Fruehauf Trailer Company in business paper copy to dramatize the impor- 
tance of the men who drive trucks and trailers in the transportation field. The full-page layout also announces a cash prize 


letter contest open to drivers. 
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REGULAR LIER 
‘im the U.S. Army 


VOCATIONAL TRAINING—TRAVEL—RETIREMENT BENEFITS 


] 


O able-bodied young citizens of the United States who enjoy an active life, the 

United States Army offers a profitable and honorable career. As a “Regular” jp 
the United States Army you may serve with the Colors in the Philippines, Hawaii, 
Panama, Puerto Rico, Alaska, or in many places in the United States. 


The newly mechanized modern Army requires many highly trained men jy 
technical and vocational jobs, and the U. S. Army trains its men to perform job; 
such as motor mechanics, radio operators, teletype operators, airplane mechanics and 
technicians, engineers, laboratory and X-ray technicians; truck, tractor and _ tank 
drivers ; machinists, photographers, cooks and bakers, and many others. 


You can select the branch of service which you prefer—Air Corps, Cavalry 
Chemical Warfare, Coast Artillery and Antiaircraft Artillery, Engineers, Field Artil. 
lery, Finance Department, Medical Department, Ordnance Department, Quartermaster 
Corps, or Signal Corps. 


Pay for enlisted men in the Army is practically all “clear” money, as food, 
clothing, lodging, medical and dental care are all furnished free to soldiers. After ¥ 
years’ honorable service a soldier may retire with an income for life based upon the pay 
he was receiving at the time of retirement. 


Call at the nearest U. S. Army recruiting station for an interesting folder 
“Soldier's Life’, or write to Department 4, R.P.B., U. 5S. Army, Governors Island, N. Y. 
U. S. Army recruiting stations are located in the Post Office Building of most towns 
and cities. 


“The Stars and Stripes Forever” as the band steps out at the head of a famous regiment 


of the Regular Army on parade. Nothing like martial music to stir one’s pulse—and who doesn’t 
thrill to the stirring music of an Army band? 


. 
«nj 
a 
Ms 4 a = 4 My 
“Steps of Security” is what our men “Aloha, Ice and Snow.” soldiers Sait On the Beach at waikiki.” This soldier Soldiers Play Fast Football. All forms o 
with wings call this most difficult maneuver. for two year’s service in the tropics. trio in Hawaii holds an informal concert. athletic sports are fostered in the Army. 


Re P 
Training with the Army’s new semiauto- Antiaircraft Guns in Night Action. Simu- The Army’s Invincibles. High - speed Opportunity Beckons. Ask the recruitios 
: matic rifle, the finest weapon of its kind. lated defense against aerial attack. tanks assist the Infantry in mimic warfare. Sergeant for free folder, “Soldier's Life.” 
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